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| }oM Extends Dealer Pact to Five Years; 
} O’Mahoney Asks Blueprint for Reform 


Legislative Ideas 
Sought by Senator 


GM Aides Hit Back; 
Bootlegging Laid 
To ‘Dealer Greed’ 


| By William Ullman 
Washington Correspondent 
, ASHINGTON.—In retaliation to 
bitter charges by dealers, top 
*. General Motors officials pealed off 
their gloves last week and swung 
- some haymakers of their own be- 
fore the Senate antitrust and 
monopoly subcommittee. 
But the climactic point in a 
: week of voluminous testimony 
: came when the subcommittee’s 
. fiery chairman, Senator Joseph C. 
= . O'Mahoney, indicated that he 
=. favored amendment of the anti- 
= trust laws if necessary to wipe 


out industry evils. 
Conceding that effective factory- 
dealer action to halt new-car boot- 
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Curtice Cites Danger 
Of Losing Goodwill 


By Maynard M. Gordon 
News Editor 
17,000 General Motors deal- 
ers won a major concession last 
eek when the corporation sud- 
denly extended all franchise agree- 
ments to five years. 

GM scrapped its one-year fran- 
chises as a result of dealer testi- 
| mony at the hearings of the Senate | ; 
and monopoly subcommit- 





sales agreement which we have 
been fighting for years.” 
* ~ * 


QEtaton Joseph C. O'Mahoney, 
Wyoming Democrat and sub- 


ng had been stymied by legal 
barriers, the Wyoming Democrat 
' said he had in mind some needed 
| legislation. . 
* oe a 


GM's Top Men Share a Chuckle— es "ling. He said he was “impelled to do | 


Though jostled by the spectators and overheated by some of the spaitler Sones) 
in the O'Mahoney subcommittee’s crowded hearing room, .the president of General 
Motors and an executive vice-president dispelled some of the, gtimness with big 
smiles. President Harlow H, Curtice (left) conferred with Albert’ Bradley while pre- 
paring to resume’ the witness stand and to announce the Seen in dealer -con- 










sary heretofore—namely, 
malize a continuing long-term rela- 
tionship with our dealers, which 
for all practical purposes has been 


ADDED, however, that he 

wanted industry people to help 

him in drawing up an overall plan 
for legislative reforms. 

GM President Harlow H. Curtice 
led off last week’s fireworks by 
reading into the record a long 
formal statement defending the 
corporation’s dominant role in the 
national economy. 

Then, stung by barbed ques- 

. “tons from the subcommittee 

chair, Curtice lashed out with an 

ES: attack on dealers who bootlegged 
cars and packed. 

_* Later, William F. Hufstader, GM 

vice-president in charge of the dis- 

‘tribution staff, took the stand to de- 

fend a one-year limit on franchise 

agreements, even though an exten- 


week, the tally. was 576,045 new 
@ion to five years had just been 
| proffered to GM dealers. 
. 


Car Production 


f ADER insisted that tac-| Within 2 Percent 


tories faced t isk: da 
" esponsibilities than dealers did, and| Of Record Week 
By Martin L. Whitmyer 


(Continued on Page 60, Col. 1) 
Staff Writer 


tracts to a five-year duration. 


Borrowing or 


By Robert M: Lienert 
Associate Editor 
At an unprecedented seven- 
month sales blast, dealers: are 
convinced that the new-car market 
has entered a period of adjustment. 
With the final registration 
count for October completed last 


























be : auto industry’s chances of 
: Top Cars Dnituing the cight-million mark 
’ New-car registrations for ten |in calendar- year car assemblies 
months: were strengthened. last week as the 
1955 Pos. Make 1954 Pos. eS ee be cay ms TS cars 
rom the assembly lines—a per- 
21200. = ee. cent boost over the previous week 
3— 646,952 k , 435,974— 3 and only 1.9 percent under the all- 
 4— 557,920 Buic 3h 5 time high of 184,114 cars built dur- 
é 5— 501,646 oe aenees: 4 | ing the week ended Apr. 30. 
G— 448,213 Pontiac 279,914— 6 an ee ee 
%— 312,676 Mercury 235,503— 7 poset begs OE 3 ba 
_ 8 244,182 Dodge 123, 8 three-year index, as compared 
i 132,825 r 8 a oh with the 174 percent compiled the 
10— 113,957 Chrysle 91.017— 9 week on 177,714 units. 
‘M— 90,736 Cadillac 62, 13 Another highlight of last week’s 
a 83,724 DeSoto Somaan production . activities was the pro- 
13— 81,963 — 11 12 duction of the nine millionth vehi- 
4— 44527 Packard eine 14 cle in combined U. S.-Canada oper- 
38,366 Hi 29,746—16 ations on Wednesday, Dec. 7. It 
27,588 udson 31. 15 marked the first time in history of 
5.882 wines. came 17 the industry that that many. cars 
$11 se 18 and trucks have been produced in 
129 eee any one year by the combined 
41,909 Misc. 23,638 eprpetions. ere. ke 
Total All Makes MERICAN car manufacturers 
6,041,768 4,528,624 produced 257,950 units in the 






Further details on Page 50. first nine working days of Decem- 


(Continued on Page 61, Col. 3) 





Car Sales and the Future: 



































in effect in General Motors for 
many years.” 
* * * 

M INSTITUTED one-year agree- 

ments in 1946 as an answer to 
the first state factory-dealer licens- 
ing laws. The annual renewals were 
designed to permit dealer discards 
without risk of violating anti-can- 
cellation ‘ay in the various 


Building? 


cars—the first time since Febru- 
ary that it had fallen below 
600,000. 

Indications are that. the Novem- 
ber total was even lower — 
amounting to approximately 515,000. 

The question being raised in many 
showrooms is this: “Are we feeling 
the effects of fantastic sales of ’55 
models? Did we borrow from the 
future?” 


state statutes. 


NADA officials and GM dealers 
generally accorded mild applause 
to the five-year plan. The consensus 
took the position, though, that 
GM’s stiff “cancellation-with-cause” 
policy would have to be revised for 
corporation dealers to enjoy full 
security. 

Frederick. J. Bell, NADA ex- 
& * ~ 
ORROWING from the future” 
is one of the Fetail auto 
industry’s bogeymen that has never 
quite materialized. 
One dealer has been quoted as 
(Continued on Page 4, Col. 1) 


“multiply GM dealer woes five 
times.” 

“GM,” Bell said, “has simply 
lengthened the term of the unfair 











Historic Auto Documents 
Reprinted in Full 


Prof. Charles M. Hewitt’s study of the dealer selling a 
and the statement.of Harlow H. Curtice, president of General 
Motors, to the Semate antitrust subcommittee were considered to 
be of such vital itmerest that Automotive News is reprinting them 
in full in this — Hewitt's testimony starts on Page 17; 
Curtice’s on Page 







* * * 


In addition, see these important stories on the Senate GM 
study: 




























Case.history of Travis. cancellation. Page 2. 
‘Report on a dealer caneéllation appeal. Page 62. 
Individual stories. on cancellation of the Billingsley, 
Anderson atid Kaminsky dealerships. Page 56. 

William Uliman’s “Automotive Washington” report on 
hearings. Page 16, GM dealer rebuttal. Page 6. 













tional director. 
* 







THER officers are Homer Smith, 

of Omaha, first vice-president; 

D. D. Davis, of David City, second 
(Continued on Page 4, Col. 2) 
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Counter to Discount Trend .. . 


Packard to Accent Quality Sales 


By Robert M. Finlay 
Editorial Director 

N organized team program of 

old-fashioned quality selling, 

running counter to the current 

trend of supermarket selling, is 

being launched by Packard-Clipper 
division. 

Engineering advancements in 
the line will be used as a spring- 
board, with quality checks at the 
factory, sales-training programs, 
customer-relations programs, 
monthly contests and advertising 
geared to back up the plan. 

“It’s hard selling, but it is also 
stable, profitable selling,” Donald 
R. Stuart, general sales manager of 
this Studebaker Packard Corp, di- 

vision, told Automotive News in an 
interview last week. 
+ * + 
ee, said that the goal is to 
keep dealers in the profit col- 
umns at least 10 months out of the 
year, instead of six as in some dis- 
count lines. 


are fed up with gimmick and dis- 
count selling. 

The plan, said Stuart, starts with 
a quality product offering what he 
termed the outstanding engineer- 
ing advances of the industry. 

* * * 

TUART said that non-slip differ- 

ential, torsion-suspension and 


electric push-button power trans-/. 


mission, combined with outstanding 
performance and quality man- 
ufacturing make the product a 
promising subject for the quality 
sales technique. 

These will be accented in a 
training program guided by men 
of long cauneaiee in the field. 
The five top men organizing the 
program have a combined 
experience of 135 years. 

Backing up this approach is an 
accent on teamplay between fac- 
tory and dealer. Stuart said that 
first of all the factory seeks to offer 
the dealer a friendly working 
relationship and profit opportunity, 


supported by assistance in all); will receive a letter of thanks from 


phases of the business. 
+ 


* + 
A system of quality controls will 
seek to assure the dealer that 
the product is as good as salesmen 
are taught to say it is. 

Every car is road tested before 
it is shipped. Transport checkers 
examine the cars on the haulaways 
at various stages of their journey 
to see that improper hauling prac- 
tices do not injure the product, 
Stuart said. 

A report form is provided the 
dealer so that he may report to 
the factory on the condition in 
which the car is received. 

Stuart, who was with General 
Motors for 22 years, recalls the old 
and reliable motto of R. H. Grant 
—“Don’t ever forget a customer, 
and never let him forget you.” 
Under a customer-relations pro- 
gram to begin in January, the pur- 
chaser of a Packard or a Clipper 





Selling with a Punch— 


Donald R. Stuart, general sales man- 
ager of Packard-Clipper, calls for old- 
fashioned auto selling geared to giving 
the customer satisfaction rather than lur- 
ing him with gimmicks and discounts. 


FRB Confirms Slowup 
In Auto Loan Rise 


WASHINGTON.—The Federal 
Reserve Board’s monthly consumer 
credit report has confirmed the 
tightening of terms on auto deals. 

Aute paper outstanding in- 
creased $166 million in October, 
compared to $382 million in Sep- 
tember and a near-1955 peak of 
$509 million in August. 

Yet, October new-car registra- 
tions lagged only 12 percent off the 
September total—a showing better 
than many observers had expected. 
The October total of 576,045 fell 





sler Dealers 
Get $125 for Car 
Loaned to School 


DETROIT.—Chrysler Corp. an- 
nounced last week that it would aid 
its dealers who provide automobiles 
for high school and college driver 
classes by giving them $125 for 
each car loaned. 

The payment will be made, 
Chrysler said, as soon as the loan 
of a new car is reported. This will 
help the dealer defray costs such 
as installing special equipment, re- 
conditioning cars on return and ab- 
sorbing depreciation. 

Earlier General Motors Corp. and 
Ford Motor Co. announced similar 
aids. GM also is paying its dealers 
$125 for each car loaned. Ford 
announced “an incentive plan” in- 
cluding a discount on each unit 
loaned. Ford, however, did not say 
how much that would be. 

Each of the “Big Three” extolled 
the value of such driver training in 
the schools. Dealers previously, on 
their own have been very active 
locally in the programs. 


78,487 cars short of September’s at- 
tainment. 

Thus, the October pattern of al- 
most-as-many cars and far-less 
credit reflected a constipation of 
source paper which was the main 
topic of discussion at the recent 
American Finance Conference ses- 
sion in Chicago. 

By contrast with the 57 per- 
cent lower rate of expansion in 

October auto paper, September 
paper trailed August by only 25 
percent. The September-October 
dip marked the first break since 
March in the rising tide of auto 
credit. 


the factory as well as the dealer. 


The salesman’s followup calls for 
him to contact the customer before 
the third day of ownership, next 
on the fifth day, then on the 10th 
day and on the 25th day. 

+” * * 
ir the first visits, the salesman 
makes sure that the owner un- 
derstands the product and how to 
get the most out of it, as well as 
to satisfy him if he has any diffi- 
culties. 

After showing his interest on two 
visits, on the third contact he pros- 
pects a little, asking about friends 
who have ridden in the car. Fu- 
ture visits continue to build good 


relations and to seek prospects). 


among the friends of the owner. 

Packard-Clipper’s merchandising 
program will be keyed in with the 
quality idea, playing up the comfort 
and safety features as well as the 
innovations. 

Torsion-suspension clinics held 
by Packard this year have pro- 
vided the meat for the program. 
This stirred considerable interest 
and brought out ideas which the 
division will play up in its ad- 
vertising. 

Torsion suspension will be 
treated as a fresh feature, even 
though it was on the ’55s. Stuart 
pointed out that it is still exclu- 
sive with Packard-Clipper and has 
great, potential for further exploi- 
tation. 

Non-slip. differential will start go- 
ing on the senior line of cars in 
January and eventually will be 
offered on the Clipper. It will be 
optional equipment. 

+. * * 

TUART said that already the 

advances have attracted 200 
orders from race drivers and others 

who might be classified as driving 
professionals. 

Police departments are display- 
ing interest in the line with the 
idea that torsion suspension and 
non-slip differential offer safety 
features of value in their work. 
Such sales are being expedited by 
the new fleet division. 

While the pressure for volume 
sales has lowered the general 
service offered the owner today, 
Packard-Clipper will seek to offer 
the customer improved service. 

“There has never been a time,” 
he said, “when car owners were 
more anxious to be provided with 
quality service and we expect to 
make good service one of our 
strongest selling tools.” 

At present, Stuart said, the divi- 
sion has close to 2,000 dealers. It 
is shooting for 2,100 to 2,200 dealers 
—but for quality first. 

Meantime, he said the three-year 
program of modernization has put 
the division in a state of high man- 
ufacturing efficiency. 


Bear to Build 
Illinois Plant 


ROCK ISLAND, Ill.—Construc- 


The $166 million October increase|tion of a plant to double facilities 
broke down as follows: Commercial| of Bear Mfg. Co., Rock Island, IIl., 


banks, $61 million; sales finance 
companies, $93 million; other finan- 
cial institutions, $4 million, and 
auto dealers, $8 million. 

Total auto paper outstanding as 
of Oct. 31 was $14,095,000,000, up 
$3,755,000,000 from the Leen a year 
before. 

October, 1955, saw a total of 
$1,417,000,000 extened in new 
auto loans and $1,251,000,000 re- 
paid, accounting for the $166 mil- 
lion difference. 

Installment credit of all types 
rose $264 million during the month, 
ore to $17 million on October, 


In October of last year, auto in- 
stallment credit declined $25 
million. 


Keystone Dealers 


Convene in May 


HARRISBURG, Pa. — The 1956 
convention of the Pennsylvania 
Automotive Assn. will be held May 
14-15 at The Inn, Buck Hill Falls, 
Pa., according to Claude S. Klugh, 
general manager. 


has been announced. 

The building will be 270 feet long, 
160 feet deep with about 43,000 
square feet of floor space. A park- 
ing area is planned. 






McKay to Open Washington Auto Show— 

Douglas McKay, left, secretary of the interior, accepts invitation to the 1956 Wash- 
ington Auto Show, Jan. 7-15, from Jack J. Blank (Pontiac), right, show chairman, while 
Maurice Murphy, show manager, looks on. McKay will cut the ribbon for the opening 


of the 27th annual show in the national capital area. 


A Year of Travail ... 





Travis Tells His Story 


(Eprror’s Nore:) In an effort to 
get the facts in the cancellation of 
J. Ed Travis jr., former Buick, 
Pontiac and GMC dealer, Automo- 
tive News sent a member of its 
staff to St. Louis to talk with Tra- 
vis as well as GM zone executives. 
Travis discussed the case freely, 
but no information was obtain- 
able from the GM executives. 


* * ® 


By Joseph M. Callahan 
Staff Writer 

T. CHARLES, Mo.—“The case 

history of a cancellation” was 
related last week to AUTOMOTIVE 
News by J. Ed Travis jr. (formerly 
Buick-Pontiac-GMC), whose con- 
tracts were not renewed this year 
after 35 years as a GM dealer. 


Here is a chronological account: 


Sept. 1954—Although reporting 
Buick factory mt and 
criticism for the previous year or 
two, Travis said his first serious 
troubles began in September, 
1954, when Paul Simpson, the 
Buick district manager called 
and said the boss (Roy Barbata, 
zone manager) wanted to see 
Travis in St. Louis immediately. 

At this meeting, Barbata told 
Travis that he wanted him to sign 
an addenda which would be at- 
tached to Travis’ contract. In nor- 
mal fashion, Travis had been sent 
a new contract on Aug. 1, which 
was to be signed on Sept. 29 at a 
mass contract-signing ceremony at 
which about a third of the approxi- 
mately 150 dealers in the St. Louis 
Zone would attend. The contract 
would then become effective Nov. 
1, 1954. 

* * * 

HE addenda which Travis was 

asked to sign was roughly an 

admission by Travis that he was 
not properly doing his job. 

The addenda said, in part, 
“Your attention is directed to the 
new form of Buick Selling Agree- 
mient tendered to you for execu- 
tion as regards the obligations to 
be discharged on your part, par- 
ticularly inasmuch as you are 


Business Barometer 


Auto Production — 209,354 cars, 
trucks in week vs. 170,489 year ago. 

Business Failures—209 in week 
vs. 221 year-before. 

Department Store Sales—Up 10 
percent from year before. 

Electricity Output—10,727 mil- 
lion kilowatt hours in week, up 18 
percent from year before. 

Freight Loadings—676,685 cars 
in week, up 16 percent from year ago. 

New-Car Registrations—<é,041,- 
768 in 1955 to date vs. 4,528,624 
year before. 

New-Truck Registrations—737,- 
728 in 1955 to date vs. 698,093 year 
before. 

Oil Stocks — 257,739,000 barrels, 
an increase of 2.2 million barrels in 
week, 


Soft Coal Output — 9,025,000 


tons in week vs. 7,432,000 year ago. 
Steel Output — 98.8 percent of 
capacity esfimated vs. 97.6 percent 
week before. 
Used-Car Prices — $927 in De- 
cember to date vs. $943 in November. 
Wholesale Prices—111.0 percent 
of 1947-49 index vs. 111.1 percent 
week earlier. 
ee 8 
Common Stocks 
Dec. Nov. 
7 30 
8% 8% 13% 
92V_ 942 101% 
47 48% 54 
3% 3% 5 
9% %%% 15% 


32.33 33.18 


Am. Motors 
Chrysler 
GM 

Kaiser . 

S-P 


Average 








not abiding by all of these obli- 
gations at the present time. 

“The deficiency is as follows: 
Failure- to develop satisfactorily 
the sale of Buick automobiles in 
your area of responsibility.” 

Declaring that he had to think 
it over, Travis refused to sign the 
addenda and asked that a copy of 
it be sent to him. 


* * * 


Signing Contract 

EPT. 22, 1954—The zone office 

sent Travis a copy of the ad- 
denda, also adding that the new 
contract was tendered with the ex- 
pectation that “you will correct the 
above deficiencies in your opera- 
tion as promptly as possible. 

“Should you fail to do so, we 
reserve all our rights under the 
selling agreement to take such 
action as might be indicated.” 

Sept. 29, 1954—Some 50 dealers, 
including Travis, arrived at the 
zone office for the contract sign- 
ing. This was preceded by the cus- 
tomary discussion of the charges in 
the new contract. 

Again Travis was asked to sign 
the addenda, but again he declined. 

Oct. 4,—Travis wrote to the Buick 

(Continued on Page 59, Col. 1) 


‘Chain Letter’ 
Slaps Both GM, 


Administration 


A make political capital out of 
the General Motors hearing in 
Washington is making the rounds. 


A postcard circular, turned out 
on a duplicating machine, assails 
both GM and the Eisenhower 
Administration on grounds that 
they are interfering with “free- 
doms” of small businessmen. 


Singled out for attack is the can- 
cellation of dealer contracts. ; 

The postcard urges recipients to 
mail copies to their friends. It is 
not signed. 





* * 


7S card says: “Our present Ad- 
ministration is permitting big 
business and especially Chevrolet 
and General Motors to do the fol- 
lowing: 

“1. Deprive owners of small 
business (of) the right of freedom 
to manage their own business. 

“2. Deprive owners of small busi- 
ness (of) the right of freedm of 
choice. 

“3. Use weapon of force in can- 
cellation of contract which de- 
stroys a life’s savings. Hold a 
monopoly so other merchandise 
cannot be secured to substitute 
in special designed buildings and 
equipment they force you to buy. 

“They are destroying the foun- 
dation that built America—freedom 
to manage, freedom of choice. 

“Know the facts. Ask any auto- 
mobile dealer. Show your disap- 
proval by a change in administra- 
tion at the next election. Send 10 or 
more copies of this card to your 
friends.” 


“CHAIN letter” attempting to | 
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Dealers tell me 


By John 0. Munn 


OST dealers like to take ad- 

vantage of the opportunity any 
season brings to tie their business 
up with the occasion. Christmas 
will present an unusual opportuni- 
ty for dealers this year because 
more people are working, more 
people have larger incomes and 
more people have confidence in the 
future and therefore are willing to 
spend money. 

It is worth making a special 
effort to obtain this holiday busi- 
ness because it is usually less 
competitive and less price-con- 
scious. 

To give you some idea as to how 
Christmas appeals effectively can 
be made, I give you below sug- 
gested copy for a newspaper ad, 
selling the idea of the automobile 
being a gift supreme, one for all 
and all for one. 

Any newspaper can surround 
such an ad with a border of holly 
leaves, Christmas bells or Santa 
Claus heads. It can occupy any 
size space depending on the size 
of type you use and the amount 
of white space you employ between 
the text and the border: 

WHEN THE GIFT OF GIFTS 
HAS GREATEST VALUE 
There is a lot of sound thrift in 
the decision to “buy a car for 
Christmas.” It is an investment 
you will probably make before the 
year rolls around anyway. So why 
not please the whole family now, 
and be money ahead by combining 
gifts, making it this year one gift 

for all, and all for one. 

But you should do more than 
just “buy a car.” Buy a car that 
is sponsored by a strong local 
dealer, one with the facilities and 
a policy that insures the delivery 
of the full order—permanent sat- 
isfactory miles of transportation. 

We invite your inspection of 
(name of car) models here, and of 
the resources with which we sup- 
port satisfaction in ownership. 

We will be glad to make special 


Dealer Hawkins 
Puts Price Tags 
On All ’56 Cars 


SEATTLE. — “Tell the customer 
the price,” is the answer of Frank 
L. Hawkins, president, Commercial 
Automotive Service, Inc. (Buick), 
to the problem of gimmicks, extras 
and tradein allowances in the auto- 
mobile retailing business. 

“If you walk into a store to buy 
a shirt, you expect to see a price 
posted,” he said, “that’s the way 
we've decided to sell new cars— 
and it works.” All cars in the show- 
room have price tags. 

The firm has printed and mailed 
over 10,000 lists giving factory au- 
thorized prices on all Buick 1956 
models and the accessories. 

In a newspaper ad, Hawkins 
listed the Special 48, two-door 
sedan at $2,495 as the lowest-priced 
in the '56 line. Another ad on the 
Same page offered, for a limited 
time, a “new ’56 Buick” for $2,109. 
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arrangements for delivery on 
Christmas Day. 
CAR DEALER & COMPANY 
Street Address Telephone Number 
a * * 


A Holiday Greeting 


Here is another type of news-|' 


paper advertising you can use in 


the nature of a holiday greeting to} 
your customers, friends and all the | * 


town folks. This, too, should be 
surrounded by a Christmas border 
and be arranged to occupy any 
sized space depending on the size 
of type and the amount of white 
space. In fact, it can be utilized 
attractively as small as one column 
five and one-half inches: 
Wishing 
Automobile Onwers 
A MERRY CHRISTMAS 


AND 
A HAPPY NEW YEAR 

Yuletide greetings have greater 
significance when the well-wisher 
is disposed to and prepared to help 
in the realization of them. Making 
every day a good day for the man 
who drives a new or used car pur- 
chased here is the reason for and 
the purpose of this organization. 

CAR DEALER & COMPANY 

Many dealers, instead of a news- 
paper advertisement or in addi- 
tion to a newspaper space, send a 
letter on their own business sta- 
tionery to their list of prospects 
which could read somewhat as fol- 
lows: 

LETTER TO 
NEW CAR PROSPECTS 
(To be reproduced on your own 
stationary) 

Dear Sir: 

This is just to remind you that 
there is good, sound sense, as well 
as a lot of good cheer, in the 
thought of a new car for Christ- 
mas. It’s the gift supreme, and 
if the family will combine all gifts 
and make it one for all and all 
for one, you'll be money ahead, and 
besides you'll be buying something 
that you'll be purchasing later on, 
anyway. 

Nothing else will put so much 
pleasure and opportunity into the 
hearts of all the members of your 
family. 

Of course we want to sell you 
one of the new (name of car) 
models. And we are prepared to 
appeal to your intelligence and 
your economic convenience as well 
as to your sentimental side. 

Drop in and talk about it. We 
shall be honored. You will be cor- 
dially welcomed. 

Sincerely, 
CAR DEALER & COMPANY 
x *~ +* 


Remember Customers 


Customers should always come 
in for a special greeting. A great 
many dealers already have pro- 
vided Christmas greeting cards for 
this purpose but many dealers pre- 
fer to send their greetings to the 
customer on their own business 
stationary. It will thus be more 
exclusive and more personal. You 
might use an adaptation of the 
thought for such a letter as is ex- 
pressed below: 


CHRISTMAS GREETING TO 
YOUR CUSTOMERS 
(To be typed on your 
own stationary) 
We hope that you 
will have a 
Merry Christmas 


. and to express the wish we 
send this letter. 

Many of our finest friendships 
have been formed through associa- 
tions made in a business way—and 
friendships are the biggest returns 
that business can give us. 

We enjoy the pleasure of serv- 
ing you here. We sincerely hope 
that you enjoy your associations 
with us. So we take this means, 
at this season of the year when 
greetings are commonly exchanged, 
to express our very best wishes to 
you for a Merry Christmas and a 
Happy New Year. 

Sincerely, 


¥ ~ 
son 





Maryland Dealers Elect 


Four New Directors 


BALTIMORE.—Four new direc- 
tors were named at a meeting of 
the Automobile Trade Assn. of 
Maryland. 


They were Handy Culver, of 
Salisbury; William Voyce,_ of 
Brooklyn; Joseh Rochlitz, of Bal- 
timore, and Charles Kelly, of 
Baltimore. 


Members attending the annual 
meeting heard talks by James G. 
Moore, NADA counsel, and Rep. 
George H. Fallon, Maryland 
Democrat. 





Opens Jan. 28 in Capital bers 


NADA ’56 Convention 
Completes Agenda 


WASHINGTON=+The 1956 
NADA convention committee has 
made final arrangements for the 
39th annual NADA convention and 
9th annual NAD equipment and 
truck exhibition. The two events 
will open here Jan. 28 and run 
through Feb. 1. 

‘aced with such problems as 





Named to Head Nebraska Dealers— 


New officers of the Nebraska New Car Dealers Assn. are, from left: R. H. Kizzier, 
Holdrege, president; Homer Smith, Omaha, first vice-president, and D. D. Davis, 


David City, second vice-president. 
pictured. 


Wallace DeBrown, secretary-treasurer, is not 


Cincinnati Gimmick Ads 


Bringing Complaints 


CINCINNATI. — Many Cincin- 
nati new-car dealers are complain- 
ing about blitz advertising appear- 
ing in local newspapers, reports 
Woody Sander, president, Cincin- 
nati Auto Dealers Assn. 


The CADA is campaigning 
against such advertising and has 
drawn up a 56-point code of ad- 
vertising ethics. It plans to estab- 
lish a committee from among its 
members to “police” dealer ad- 
vertising and to decide on what 
action to take if members violate 
the code. 


“At present, nothing can be 
done,” Sander said. “All we can do 
is send out letters asking dealers 
to stop bad advertising.” 

He said the CADA has asked 
the Cincinnati Better Business Bu- 
reau to look into the situation. 

Among the ads which have irked 
the dealers, Sander said, was one 
offering a “$150 cashmere coat” 
with the purchase of a new Car. 

Another dealership announced 
that it would give $100 Christ- 
mas cash to buyers and added 
that if the customer didn’t need 
the cash, he could deduct it from 
the price of the car. 

Still another dealer advertised 


Hunt Is Elected 
In Schenectady 


SCHENECTADY, N. Y.—(UTPS) 
—George W. Hunt, of Mohawk 
Chevrolet, has been elected presi- 
dent of the Schenectatly New Car 
Dealers, Inc. 

Raymond Golemboéwski, of Eng- 
lert Motor Sales (DeSoto-Plym- 
outh), was elected vice-président, 
and Carl Carlson of Franken- 
Sammler, Inc. (Studebaker), was 
elected secretary-treasurer. 

Directors elected were Harold 
Hathaway, Hudson Sales & Serv- 
ice; Edward Fratkin, King Cadillac 
& Oldsmobile; Bernard A. Koehler, 
Burtiss Motors (Dodge); John 
Cummings, Cummings Motors 
(Chrysler-Plymouth); ‘Raymond 
Golembowski; Carlson, and Hunt. 

J. A. Haraden, of Mohawk Chev- 
rolet, was elected a lifetime direc- 


(To be signed by head of firm). | tor. 


new cars and asked for a profit of 
only $49. 

When CADA discussed its code 
of ethics with media representa- 
tives last month, it was pointed 
out that “policing” of advertising 
would be a problem. 

Space salesmen from newspa- 
pers, radio and TV said they 
could not tell an advertiser what 
he could or could not say in his 
ads. 

CADA decided at that time to 
ask its members to sign the code 
of ethics when they paid their 1956 
dues. The association includes 
about 90 percent of Cincinnati’s 
new-car dealers. 


Ah, Prosperity 
OTTAWA.—The head of a large 
dealership here, confiding that his 
firm had “taken a beating” on used 
cars this year, explained: 
“It’s just the prosperity.” 


ing as an ees Soe 
the root of these difficulties and 
plan action to solve them. 


All sessions will be held in the 
new Sheraton Hall, which adjoins 
the Sheraton-Park hotel. The ex- 
hibition will occupy the entire 
lower level of Sheraton Hall. 


Many speakers will be featured. . 
Among them are: Secretary of 
Commerce Sinclair Weeks; Dr. 
Charles Franklin Phillips, presi- 
dent, Bates College, Lewiston, Me.; 
Fred Smith, labor relations expert; 
Charlotte Montgomery, writer and 
advertising authority, and Vince 
Baker, sales consultant and 
lecturer. 


Special sales and service sessions 
have been scheduled Jan. 28-29. At 
this time, delegates will discuss 
tools, equipment and sales techni- 
ques needed to give the public the 
best for their transportation dollar. 
Among the subjects to be covered 
are customer relations, used-car 
merchandising, recruiting and 
training mechanics and service 
equipment. 


, 
oe 
clectea NADA officers will be in- 

troduced at this session. a 

Dealers also will have a chance 
to talk with suppliers. Automotive 
manufacturers will. open 
offices and many top executives 
will be on hand. Finance com- 
panies have made similar arrange- 
ments. 

The 9th Annual NAD equipment 
and truck exhibition will run con- 
currently with the convention. The 
latest in service tools and equip- 
ment, office machinery and sys- 
tems and truck components will be 
displayed for five days in Shera- 
ton Hall’s two exhibition rooms. 

The convention program also in- 
cludes some fine entertainment 
Jan. 29, the National Symphony 
Orchestra will play a special con- 
cert of Rodgers and Hammerstein 
music in Constitution Hall. Manu- 
facturers and finance companies 
are planning open house parties on 
Monday evening, Jan. 30. The as- 
sociation’s ball will be held the 
next night in Sheraton Hall. The 
final day of the convention will be 
climaxed by an original NADA re- 
vue, a new event. Special events 
have been planned for dealers’ 
wives. 

At yesterday’s committee meet- 
ing. A. Leftwich Sinclair jr., chair- 
man, Washington, D. C., announced 
the committee had been expanded 
to include Edwin L. Stohlman, 
president, Automotive Trade Assn., 
National Capital Area; John C. 
Swanson, president, and Charles B. 

(Continued on Page 57, Col. 1) 
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are encouraging 
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Take this for what it may be worth: Competitive 
factory sources say the Senate antitrust hearings 


dealers in volume lines to refuse 


unwanted cars, with result that truck loads of new 
cars are reported roaming the country looking for 
Washington State Assn. has adopted 
revised dues schedule, based on number of cars 
sold between Oct. 1, 1954, and Sept. 30, 1955, with 
range from $10 for smallest dealer to $150 for big- 


Chicago Ford dealers report that used-car in- 
ventory dropped 4.7 percent in the Nov. 1-20 


period but increased 21.9 percent in inventory 

value. Number of repair orders rose 9 percent, 

while customer labor volume increased 25 percent in same period 
. . Glenn Atcheson reports that a Minneapolis dealer has this sign 


on his dealership: 


“We are a non-profit organization. We didn’t 


mean it to be that way, but it is.” . . 
Hudson officialdgm would like nothing better than to have Ameri- 


can Motors’ Rambler referred to, just once, as 
‘4 which it was for many years. So there 
. Milwaukee association has accepted two 


instead of the Nash 
it is, George Browder. . 


as the Hudson Rambler 


new members and 12 associate members; Florida adds three new 
members and Kentucky group announces two new members. 





Pere Wemuorr, Editor, 
Automotive News 
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Peeking Ahead to Million-Car Month ... 








Are Sales Borrowed or Built? 


(Continued from Page 1) 


saying that each year since the 
"20s he’s been convinced he had 
ruined “next year’s market,” but 
that it never really turned out 
that way. 

Of course, no factory man will 
ever admit that anything lies in 
the future except expanding market 
shares, greater sales and more 
favorable profits. 

The view of one industry 
economist is that it’s relatively 
impossible to “borrow” sales. The 
greater the sales for any given year, 
he points out, the greater the 
replacement demand will be a few 
years hence. (The average age of 
an auto last year was 6.2 years, 
according to R. L. Polk & Co.) 


* * * 


Ao factor in sustaining 
and widening the market, says 
this economist, is that relatively 
greater numbers of first-time 
buyers enter showrooms each year 
as the nation’s population increases 
in accelerating fashion. 

Barring a severe economic jolt, 
the new-car market should 
expand each year—with much of 
the growth being created by the 
industry feeding upon itself as 
cars need replacing. 

Looking five or 10 years into the 
future, ‘it is not impossible that a 
million new cars could be sold in 
a single month. 

If a million-sales month ever 
occurs, the following factors will 
have to be combined: Even 
greater expansion of production 
capacity, a customer yearning 
that surpasseth understanding, a 
highly desirable product, a heavy 
inventory at dealerships and a 

-throttle sales campaign 
topping anything ever seen before. 

While the thought of selling so 
many new cars in 30 days gives 
the shivers to some dealers, a few 


Colo. Dealer Law 
Held in Abeyance 
Pending GM Suit 


DENVER.—The ‘State of Colora- 
do has agreed to defer enforcement 
of its stringent factory-dealer li- 
censing law pending Federal Court 
action on General Motors’ consti- 
tutionality suit. 

GM had requested the enforce- 
ment delay in its petition to Federal 
District Court filed here Oct. 28. A 
three-judge panel was asked be- 
cause of GM’s charge that certain 
provisions of the Colorado act were 
unconstitutional. 

Among the provisions challenged 
by GM are those requiring a court 
order to validate a dealership can- 
cellation. Colorado’s is the only 
state licensing law with such a re- 
quirement. 











factory sales chiefs like to take an 


occasional private peek at such a 


N THE wholesale used-car mar- 
ket last week, prices were 


GM Retail Sales 
Smash Record 
For November 


DETROIT. — Retail sales of new 
and used cars by General Motors 
dealers during the first 11 months 
of 1955 established alltime records, 
according to President Harlow H. 
Curtice. 

During the 11 months, Curtice 
said, new-car sales totaled 3,460,546, 
or 139.1 percent of the same period 
last year. Used cars sold totaled 
4,531,593, or 129.5 percent of the 
total used-car sales during the 
same months last year. 

New and used-car sales during 
November were more than those of 
any previous November. New cars 
sold at retail by General Motors 
dealers during the month totaled 
268,756. Used-car sales by GM deal- 
ers during the month totaled 
331,004. 

New-car sales for the last 10 
days of November, Curtice said, 
totaled 95,151, or 127.6 percent of 
the corresponding period last year. 





kar dealer. 





realigned sharply, according to 
Automotive News’ index. 

The overall average price fell off 
$16 to $927, compared with declines 
in previous weeks of $6, $3 and $4, 
respectively. 

Only two makes wound up at 
higher levels than in the previous 
week: '50s advanced $2 to $264 
(no setback on ’50s since the week 
of Nov. 21) and ’51s went up $3 
to $376. 

All other models dropped, as fol- 
lows: '52s, down $4 to $525; ’53s, 
down $15 to $791; ’49s, down $16 
to $179; °54s, down $22 to $1,135; 
55s, down $38 to $1,830, and ’56s, 
down $39 to $2,315. 

ad 


* oa 
‘Lay Off New Cars,’ 
Anspach Advises 

ALBANY. — Tim Anspach, vet- 
eran used-car auction operator here, 
laid it on the line last week for his 
customers. 

Said Anspach: “Since Oct. 24, I 
have advised you to keep out of the 
new-car business. Each week we 
keep having more new ones. This 
week we had 33 of various makes. 

“Many sold for less than dealers’ 
invoice. 

“What are we trying to prove? 
‘Again, I say, ‘Don’t buck the new- 


,” 





Neb. Convention Demands 
Factory Relief by Feb. I 


(Continued from Page 1) 


vice-president, and Wallace De-|ers for daily, 10-day and monthly 
Brown, of Lincoln, secretary-treas-| sales reports which are “unneces- 


urer. 


New directors of the Nebraska 
association are E. J. Critchfield, 
of Tecumseh; C. R. Pearson, of 
Papillion; Richard McFayden, of 
Omaha; Arch Adams, of Fre- 
mont; Ben Hormel, of McCook; 
E. J. Beisner, of Lexington; Roy 
Chicoine, of Chadron, and Clay- 
ton Peterson, of St. Paul. 

Winner of the association’s an- 
nual award for distinguished serv- 
ice was Steve Mann, Omaha. 


The dealers said in their resolu- 
tion that dealership earnings had 
reached their lowest ebb in history 
while the Big Three manufacturers 
enjoyed their greatest profit. 

They said that negotiations be- 
tween dealers and factory repre- 
sentatives had failed to bring about 
the solution of problems. 

* * * 


HE resolution raised these com- 

plaints: 

The factories have packed sales 
territories, both rural and metro- 
politan, with stimulator dealers 
whose inadequate service facilities 
are detrimental to the general econ- 
omy and customer safety. 

The factories have forced deal- 
ers to sell cars at a loss because 
of overproduction and threat of 
refusal to renew dealer fran- 
chises. 

The factories have failed to con- 


4 | trol bootlegging of new cars. 





Safe Driving Avenue— 


New York's famous Fifth Ave. was re- 
named “Safe Driving Avenue" for S-D 
Day. Bernard J. Gillroy, top, Manhattan 
Borough commissioner, changes the sign 
while B. C. Astrup, New York Petroleum 
Committee chairman, and Edward D. Gray, 
executive secretary, look on during cere- 
monies oat Fiftieth St. and Fifth Ave. 
Astrup is manager of Shell Oil Co.'s New 
York division. 


The factories have coerced deal- 
ers into using unethical advertising 


|| of “crazy discount” offers, and into 


buying poorly conceived advertis- 
ing and sales campaigns and use- 
less equipment. 

The factories have pressed deal- 


U. S. Indicts 20 
In N.Y. Car Thefts 


NEW YORK.—A Federal prose- 
cutor has charged that an inmate 
of the Federal penitentiary at Leav- 
enworth, Kans., directed a $500,000 
auto-theft ring in the New York 
area. 

He was identified as Gabriel Vig- 
orito, 61, who started a five-year 
sentence for auto theft in Febru- 
ary, 1954. It was his second auto- 
theft sentence. 

The charge was made by Peter 
A. Passalacqua, assistant U. S. at- 


torney, after a Brooklyn grand jury| (2) 


had indicted 20 persons as mem- 


bers of the ring. Three of Vigorito’s’ 


sons and two of his nephews also 
were named in the indictment. 


sary, time-consuming, expensive 
and of no value.” 

The factories, in filling dealers 
orders for cars already sold, em- 
ploy obvious “stalling” tactics un- 
til*unsold cars remaining in dealers’ 
inventory are disposed of, regard- 
less of price. 

ea = 

oe governor of Massachusetts, 

Christian A. Herter, addressed 
the convention. He told the dealers 
that he favored a commodity-by- 
commodity approach to the fa°m 

Problem, rather than a “blaniet 
a, He said he had “no en- 

usiasm” for fixed price supports. 

Herter, who has been mentioned 
as a potential Republican candidate 
for president, said he “isn’t even 
discussing” the possibility “as long 
as Mr. Eisenhower is in the pic- 
ture.” 

Phil Weaver, Nebraska 
Republican, talked about NADA 
legislation before Congress, and 
Robert A. Nelson, assistant State 
attorney general, reviewed legal 
aspects of time-sales contracts. 

Other speakers were Paul M. 
Millians, of Commercial Credit Co.; 
Walter C. Lunsford, of the Inter- 
Industry Highway Safety Commit- 
tee, and Fred A. Herrington, State 
tax commissioner. 

About 165 delegates attended the 
dealer convention, with attendance 
held down by icy roads. 





Schematic view of 


American Bosch gasoline injection system. 





At Portiand (Ore.}) Motor Show— 

Elaborate decorations, appropriate to the holiday season, turned Portland's Inter- J 
national Exposition Bidg. into a glistening show palace for the 1956 Motor Show. A 
total of 104,698 persons passed through the turnstiles during the nine-day exhibit. 





Portland Draws 104,698 ... 


Show Fever High 


By W. C. Lockwood 
Staff Writer 
| ig A final report on the Portland 

Auto Show, first of the 1956 
model year, the attendance of 104,- 
698 was hailed as an indication of 
“tremendous public confidence in 
the automotive industry.” 

It was the third time in a row 
that the Portland show topped 
the 100,000 mark. “If there is any 
doubt ... as to the public inter- 
est in new automobiles, that 
should be dispelled now,” said 
Lyman W. Slack (Chevrolet), 
president of the sponsoring Au- 
—— Dealers Assn. of Port- 
lan 


He also noted that unfavorable 
weather marred most of the week 
(Nov. 19-27). Slack said that four 
cars (Hudson Wasp and Hornet, 
Studebaker Golden Hawk and 
American Motors Rambler) had 
their U. S. premieres at the show. 

“Also, this combined showing -of 
all new cars came within less than 
30 days after the bulk of the new 
1956 cars had been unveiled in 
dealer showrooms,” Slack said. . 

* * oe 


HE Rambler was entered in 

both the Hudson and Nash dis- 
plays but the models were hidden 
by a heavy canvas hood. Before 
the week was out, officials said, 
the public pulled and yanked on 
the hoods until they were off. 

A quickened interest in sports 
cars also was noted at the show. 

The Portland sponsors reported 
that the show had been planned 
and conducted as a display, not as 
a selling medium, but numerous 
sales were reported. However, sales- 
men devoted most of their time to 
getting names of interested spec- 
tators for prospect files. 

On Sunday (Nov. 20), the second 
day, a 20-page section of the Port- 
land Journal was devoted to the 
show. The cover carried photos of 
all the 1956 cars except Continental 
and Rambler with inside pages 


Re 















\its new system, the available peak 


|In addition, 
‘|inerease in the torque at lower 


_|cent in miles per gallon can 2 


* | starting, less engine wear, smooth 


packed with pictures, stories and 
ads describing the new cars. 

Edward Fox jr. was general man- 
ager of the show, held in the Pacific 
International Exposition building. 
Fox also is general manager of. the 
Portland dealers’ association. 

* x * 


N HOUSTON, more than 127,500 
tickets have been distributed for 

the National Automobile Show 
which will be held at Sam Houston 
Coliseum, Jan. 7-15. 

Proceeds will go to the Rotary 
Club Little League and Variety 
Boys Club. Eddie Dyer, who heads 
the ticket committee, expects a 
sale of about 200,000. Tickets are 
being placed in banks and other ~ 
public places to facilitate oS 
and spread the base of distribu | 
tion. e 

Al Parker, Houston show cha be 
man, has announced that the a 
coln “Futura,” Ford Motor Co. ex-— 
perimental car, will be shown. It is” 
described by Ford as an “idea car” 
and will be used by Lincoln as a 
“laboratory on wheels” to gather 
engineering data and test public 
reaction to styling innovations. 

* of mf 


iis 


N CLEVELAND, plans are ma- 
turing for the 1956 Automobile 


Show which will be held Jan. 21+ 
(See SHOWS, Page 8, Col. 5) ¥ 


American Bosch ~ 
Unveils Gasoline — 


Injection System 


SPRINGFIELD, Mass.—Develop- 
ment of a gasoline injection system, 
said to increase the horsepower 
output of the standard automobile 
engine, as well as improve accelera-. 
tion and provide better fue 
economy, has been announced 
Charles W. Perelle, president 
American Bosch Arma Corp. 

Replacing the carburetor on an 
engine, the new injection system 
consists of a small and simplified 
fuel metering and injection pump, 


-|a mixture or fuel-air-ratio con 


an electrically-driven fuel supply 

pump, injection discharge lines and 

nozzles and a fuel filter. 
American Bosch reveals that with 
















horsepower of a standard engine i 
increased approximately 10 percen& © 
a corresponding 


speeds occurs. 

Acceleration is improved because 
of a more instant response to fe 
or slow throttle movements. Al 
improvement of from 5 to 15 Pp 


realized in road load performanc ; 
Because it is a pressurized system)” 
less expensive high vapor pressure 
fuels may be used, yet there is Bi 
greater freedom from icing 
vapor lock associated with ca 
retors, according to Perelle. 
Other advantages are said | 
include smoother engine perf 
mance, improved cold weat 


1 { 
ss 


ke 


idling and fuel economy. 








“Highly satisfied with 
Commercial Credit Plan” 


say BERNARD L. COHEN and MORRIS BARON, 
partners in Baron Motors, successful Lincoln-Mercury 
dealership of Great Neck, New York. 


ee E HAVE been operating over _ features of their plan helps them 
ten years and the services of close sales on the spot. COMMERCIAL 
ComMERCIAL CrepiT have helped us = Crepir has always been willing to 
build a large agency. Our salesmen _ work with us in an effort to solve 
have found that stressing the many _ any situation.” 


COMMERCIAL 


COMMERCIAL CREDIT DEALERS ARE Successful DEALERS CREDIT 
CORPORATION 


. ; A service offered through subsidiaries of 
our neares MMERCIA 
A letter or call to y t Co CIAL Crepit office will bring you Cee ee _ -¢ 


prompt and expert help with your financing problems. Why not call today? aay ey perrsrdoipetigcnoig. wine 


States and Canada. 
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Excerpts from Testimony .. . 
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Hufstader Hits Back 
At Unhappy Dealers 


WASHINGTON.—As part of its 
testimony before the O’Mahoney 
Senate subcommittee, General 
Motors issued detailed rebuttals to 
testimony given by certain GM 
dealers. : 

The rebuttals were presented by 
William F. Hufstader, distribution 
vice-president. Excerpts from the 
rebuttals follow: 

On Lee Anderson, Lake Orion, 
Mich.—“Mr. Curtice did not call 
Mr. Anderson a ‘Red’ as reported 
by Mr. Anderson. . It would 
have been entirely out of character 
for Mr. Curtice to make the state- 
ment attributed to him by Mr. 
Anderson. 

“... It is entirely possible that 
he may have heard me address Mr. 
Curtice as ‘Red’ in one of the side 
discussions . . . since it is a com- 
mon practice with me to address 
Mr. Curtice as ‘Red.’ 

“, .. Mr. Crawford (H. E. 
Crawford, Pontiac general sales 
manager) suggested that Mr. 
Anderson quit complaining about 
employe discounts and go to work 
... He was told that if he didn’t 
have confidence and respect for 
Pontiac’s policies, then he should 
be man enough to step aside and 
let someone else take advantage 
of the opportunity ... 

“He was asked to prove his 
charges that the Pontiac Retail 
Store had sold cars below dealer 
cost. He couldn’t ... He was asked 
to prove that the Retail Store had 
increased their retail sales ... by 
granting substantial discounts... 
He couldn’t ... 

“. . . This case provides an 
example where basic differences 
between two parties make a sound 
business relationship impossible...” 

On J. Ed Travis jr., St. Charles, 
Mo.—“. . . Neither General Motors 
Corp. nor any of its representatives 
has ever questioned the good moral 
character and the good public repu- 
tation of Mr. Travis ... 

“The sole dispute with Mr. 
Travis related to his apparent 
unwillingness to organize his 
operation on a basis that would 
permit him to compete effectively 
in the St. Charles market . . . He 
simply did not meet the chal- 

“In spite of Mr. Travis’ repre- 

sentations .. . that a constructive 
program would be adopted 
nothing substantial was accomp- 
lished The zone managers 
exercised their best business judg- 
ments in recommending the 
discontinuance of a commercia! 
relationship which had proved to 
be unsatisfactory .. .” 

On M. H. Yager, Albany—‘“Mr. 
Yager became a Pontiac dealer in 
February, 1941 . . . His total invest- 
ment was $10,000 ... and $5,000 
was his own personal money .. . 
As of Oct. 31, 1955, Mr. Yager had 
made a total gain in excess of 
$1,000,000. 


“In the first nine months of | 


1955—when the Albany market 
has enjoyed an alltime high of 
8,947 registrations ... Mr. Yager 
delivered only 373 new Pontiacs 
. . « Despite this poor sales per- 
formance, Mr. Yager states that 
he has ‘even shown a small profit 
during 1955.’ 

“This dealer’s financial statement 
for 1955 through October shows the 


following ‘small’ gain since Janu-| 


ary ist: Net profit after taxes, 
$35,232; salary, $16,666; dealer’s 
bonus, $30,000; (total) $81,898 .. . 
“... Mr. Yager has been content 
to receive a handsome profit, with- 
out assuming the obligation of 
providing Pontiac with a fair share 
of the new-car sales in this mar- 
ket ... The fact is that Mr. Yager 
... by his own admission, devotes 
only about 50 percent of his time 
to the automobile business .. .” 





-|or different information . . 





On J. B. Silaz jr. Conway, 
Ark.—“It is our opinion that Mr. 
Silaz’ displeasure with General 
Motors is based on a fundamental 
disagreement as to the function 
and responsibility of an automo- 
bile retail dealer. 

“Apparently he wished to oper- 
ate as a new-car broker rather 


than as a dealer. This is contra- 
dictory to the basic policy of Gen- 
eral Motors as outlined in the sell- 
ing agreement, which is that the 
responsibility of the dealer to the 


purchaser does not end with the 


delivery of the automobile.” 

On James T. Hamrick, Mobile, 
Ala.—“The Oldsmobile division 
offered this dealer an opportunity 
to expand his volume of business 
in line with the market potential. 
The dealer declined and elected 
not to accept this offer due to the 
fact that he did not wish to in- 
crease his capital investment and 
facilities. . 

“This unsatisfactory situation 
was repeatedly discussed with 
Mr. Hamrick without results. 


“On March 24, 1955, Mr. Hamrick 
informed the zone manager that 
if Oldsmobile was not satisfied with 
his performance he would resign... 
Oldsmobile was not satisfied and 
so advised Mr. Hamrick ... The 
selling agreement was allowed to 
expire...” 

On Don B. Robbins, Fort Smith, 
Ark.—“Obviously Mr. Robbins’ 
trouble was his lack of understand- 
ing with respect to his market and 
his customer requirements, or his 
inability to control his inventory on 
a businesslike basis, or an inade- 
quate sales force, or a combination 
of these three . 

“This dealer’s difficulties did not 
arise from the distribution system 
of Buick . .. as he would have 
this committee believe, but from 
his own demonstrated inability to 
organize and train an adequate 
sales force to merchandise the in- 
ventories that he had on hand...” 

On S. W. Fraser (Billingsley 
Motor Co.), Portland, a ee 
When the market became com- 
petitive for Pontiac in the latter 
part of 1953 it was noted that 
this dealership was not able to 
properly cope with the situa- 
tion. ... 

“.. Twenty-eight different con- 


tracts were made by Pontiac zone 


and regional personnel with this 
dealership—all in an effort to as- 
sist and encourage a correction of 
the recognized problems... . 


“... A conference was held on Oct. 
18, 1955 . . . The dealer was given 
the opportunity to present any new 
. He 
merely expressed his desire for a 
selling agreement and asked Mr. 
Crawford what he should do to 
improve his performance. 

“Mr. Crawford reminded Mr. 
Work (A. M. Work, owner of Bil- 
lingsley) that Pontiac had sug- 
gested what he might do in De- 
cember of 1953 and at numerous 
subsequent meetings .. .” 
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Dealers to Donate 34-Millionth Chevrolet— 


After the 34-millionth Chevrolet rolled off the line at Baltimore, Chevrolet dealers 
ot Greater Baltimore announced they would contribute the car to the city’s fight 
against polio. Dealers posing with Senator John M. Butler, Maryland Republican; 
Maryland’s Gov. T. R. McKeldin, and Tommie Woodward, 5, “poster boy"’ of the 
March of Dimes, are from left, standing: C. G. Irish, L. Legum, D. L. Ashley, C. B.| and safer for us to step up our 
Grant, C. E. Miller, A. D. Anderson and F. J. Marsden. Kneeling: F. S. Cole, J. H. production to meet the demand 


Creswell and J. G. Kiefer. 





GM Dealers Speak Up... 
Factory Says, ‘Sell, Sell’ 


By Ira R. Alexander 
Staff Correspondent 

DENVER.—The Senate subcom- 
mittee in Washington has had much 
to say about dealer relations, but 
what does the average General 
Motors dealer, far from the witness 
stand, think of the situation? 

A survey here revealed that 
Denver GM dealers feel they are 
no worse off than those who sell 
the products of other manufac- 
turers, but they agreed unani- 
mously that something should be 
done at the factory level. 

“It is almost unbelievable the 
pressure we get to sell cars,” one 
dealer said. “Factory representa- 
tives are after us constantly to 
sell, sell, sell. 

“We know we have to sell to stay 
in business. And we aren’t in busi- 
ness as a hobby. It’s our living and 
the living of eur employes. 

“We made money—some of us a 
lot of it—when all we had to do 
was sit back and take orders. But 
we didn’t like that either. We thrive 
on competition and welcome it, but 
we don’t like taking a loss on sales 
just so we can pad the factory’s 
production figures.” 

One veteran dealer said he 
thought the sales race between 
Chevrolet and Ford was “abso- 
lutely ridiculous.” 

“Chevrolet and Ford are out to 
be No. 1, or else,” he said. “Such 
a bitter battle is bound to hurt 
someone and that someone is the 
dealer.” 

Another charge made in the 


Used-Car Bulletin from Detroit ... 


Latest Auction Prices 


(Copyright, 1955, by Automotive News) 


(Aptco Auto Auction. Sale every Wednesday.) 


Dec. 7 
(Sold 91 cars out of 188 offerings.) 

BUICK—’55 Special 4-dr., $1,870*. ‘54 
Century Riviera, $1,600*, $1,510*; 
4-dr., $1,450*; Special Riviera, $1,- 
475; 4-dr., $1,150*. '53 Super Riviera, 
$1,115*; 4-dr., $900*, $880*; Special 
4-dr., $930*. '51 Super 4-dr., $430*. 

CADILLAC — '55 (62) 4-dr., $3,400* 
(ps). °53 (62) 4-dr., $1,550*. 

CHEVROLET—’55 Bel Air (8) conv., 
$1,680*. °54 Bel Air 4-dr., $1005*. 
‘53 Two-ten station wagon, $905*; 
2-dr., $685*; Bel Air coupe, $805; 
One-fifty station wagon, $750. '52 SL 
Deluxe 2-dr., $480, $480*. ‘51 SL 
Deluxe Bel Air, $430*; 2-dr., $260. 

CHRYSLER—’55 Imperial 4-dr., §3,- 
125* (ps); Windsor 2-dr., $1,660*. 
"54 NY 4-dr., $1,500* (ps). 

DeSOTO — '55 Fire Dome (8) 4-dr., 
$1,940*, °'53 Fire Dome (8) 2-dr., 
$735°*. 

DODGE—’'54 Coronet (8) 4-dr., $1,025*. 
’53 Coronet (8) 4-dr., $660*, $585*, 
$570; 2-dr., $575*, $450. '52 Wayfarer 
4-dr., $355, $320. '51 Coronet Sport 
coupe, $320; club coupe, $280. 

FORD—'55 Fairlane (8) Victoria, $1,- 
700; 2-dr., $1,600*; conv., $1,550; 
Custom (8) station wagon, $1,675*. 
’54 Country sedan, $1,305; Crest (8) 
Victoria, $1,180* (ps), $1,170* (ps); 
Main (8) 2-dr., $765, $705; Main 
(6) 2-dr., $710. '°53 Custom (8) 2-dr., 


$785; 4-dr., $730. '52 Main (8) Ranch 
Wagon, $725; Custom (8) 2-dr., $510. 
’51 Custom (8) Victoria, $380*; 4-dr., 
$390. °50 Custom (8) 2-dr., $215. 

HUDSON—’51 Hornet 2-dr., $195. 

LINCOLN—’'52 Capri coupe, $900* (ps); 
4-dr., $800". 

MERCURY—’55 Monterey Sport coupe, 
$1,590*; 4-dr., $1,465, $1,410. ‘54 
Monterey Sport coupe, $1,445* (ps). 
'53 Monterey Sport coupe, §$1,125*, 
$1,080*; 4-dr., $900*; 2-dr., $880*, 
$785. '52 4-dr., $630*. '51 club coupe, 
$420. 

NASH—’53 Sport coupe, $770. 52 Sport 
coupe, $480. 

OLDSMOBILE—’55 (88) Holiday, $2,- 
200* (ps). ’54,(88) Holiday, $1,765* 
(ps), $1,705* (ps); 4-dr., $1,600*, 
$1,535*. ‘53 (88) 4-dr., 
(88) 4-dr., $625*. °51 (98) 
$380". 

PACKARD—’53 4-dr., $690*. '51 4-dr., 
$215. '48 4-dr., $135. 

PLYMOUTH—’'54 Savoy 4-dr., $735*» '53 


$915*. °52 
4-dr., 





Cranbrook 4-dr., $500, $495. 

PONTIAC—’55 Chieftain (8) 4-dr., $1,- 
635*. '53 Chieftain (8) Catalina, $1,- 
040*; 4-dr., $855*; 2-dr., $775*. '50 
Silver Streak (8) Catalina, $300*; 
2-dr., $190. ‘49 Silver Streak (6) 
club coupe, $100. 

STUDEBAKER—’53 Commander Sport 
— $675. ‘52 Commander coupe, 

0. 


*Indicates automatic transmission or overdrive and (ps), power steering. 


Other Auction Reports are on Pages 42, 43, 44 





Washington study is that credit is 
being overextended. This conten- 
tion, however, is not backed up by 
repossession records in the Denver 
area, the dealers declare. 

The dealers said they couldn’t 
speak for the independent used car 
dealers, but that repossessions of 
new-car dealers are “extremely 
low.” 

The GM dealers here also said 
there was absolutely no pressure 
from the company to use General 
Motors financing services or sell 
General Motors insurance. 


Another dealer said it was 
getting harder and harder to find 
good prospects. He attributed this 
to the extremely heavy new-car 
sales of the last two years. 


Many new-car buyers shaquld have 
bought used cars during the last 
two years, he said. Now, when they 
would like to buy a new car, they 
find they still owe too much on 
their present car to make an 
advantageous trade. 

All the dealers said they were not 
receiving more cars than they 
ordered, but many of them said it 
was difficult to get the factory to 
send them cars that were not 
loaded. with accessories. 

Some dealers said bootlegging 
of cars rapidly is becoming less 
important because the dealers 
were being forced to sell just as 
cheaply as the bootleggers. 

“Of course, bootleggers can 
advertise ridiculously low prices — 
prices we simply cannot meet,” one 
dealer asserted. 

“But when the deal is figured up 
the bootlegger actually gets more 
than a new car dealer. He does this 
by giving a small tradein allowance 
and by tacking on high finance 
charges—all of which the buyer 
pays, directly or indirectly.” 


Studebaker Sales 
Roll in for °56s, 
Keller Reports 


SOUTH BEND. — Studebaker’s 
American-look big-car styling cou- 
pled with a line of sports cars has 
brought a dealer response of 36,000 


orders, according to William A. 
Keller, Studebaker general sales 
manager. 


He said nearly 20 percent of the 
1956 orders were for one of the 
sports cars and orders for family 
sedans and station .wagons were 
double those of a year ago. 

Keller termed this “the biggest 
bloom of success greeting a Stude- 
baker announcement since 1950,” 
when 330,000 cars and trucks were 
sold. 

Orders are continuing to come 
at a rate in excess of 1,000 per day, 
he said. 

Production is speeding up here, 
although not enough to meet dealer 
orders, Keller said. Peak produc- 


tion levels are forecast for Jan. 1. 








Goodyear Sees 
7-Million Year 


Optimistic °56 Picture 
Painted by Thomas 


By Jack Weed 
Truck and Service Editor 

SEVEN-MILLION-CAR year is 

seen for 1956 by E. J. Thomas, 
president, Goodyear Tire & Rubber 
Co. He also predicted 1956 sales of 
1% million trucks and 400,000 farm 
tractors and an increase of 25 to 
30 percent in the tire needs of 
earth-moving and other heavy mov- 
ing equipment. 

Thomas, who addressed a press 
conference in Detroit, said he 
feels that Goodyear’s estimate of 
next year’s production is con- 
servative. 

“If the industry in 1956 should 
reach the estimate of approximately 
eight million cars we will build 
this year, it will be much easier 


than to drop back a million or more 
units should we follow the popular 
trend and plan for a larger pro- 
duction year.” 
* * aK 
SE also is nearing com- 
pletion of its development work 
on providing tires for 14-inch 
wheels for passenger cars. These 
tires will be larger in cross section 
and will be inflated to about 20 
pounds, all of which Goodyear feels 
will give a better and safer ride. 
Asked about the replacement 
market on tubeless tires made 
standard on all 1955 production 
cars, Thomas said that 25 to 30 
percent of Goodyear’s replace- 
ment-tire output is tubeless and 
that the percentage is increasing. 
Goodyear’s net earnings this year 
will be the largest in history, 
according to Thomas. For the first 
nine months of this year the 
company made approximately $48 
million profit while its profit for all 
of 1954, the largest year in Good- 
year’s history up to now, was $49 
million. 
* ok * 
IHOMAS sees the American 
economy expanding to new 
heights in the next 10 years with 
bigger markets developing overseas. 
* 


Goodyear Buys Plant 


From Motor Products 


AKRON.—Goodyear Tire & Rub- 
ber Co. has announced the pur- 
chase of a plant, near North Chi- 
cago, Ill., to provide additional fa- 
cilities for the manufacture of in- 
dustrial rubber products. 

The plant was acquired from Mo- 
tor Products Corp., Detroit. Con- 
structed in 1951, it formerly was 
occupied by the Deep Freeze di- 
vision of the Detroit firm. 





Radar Warns Speeders— 


A neon sign that flashes o warning 
message to speeding motorists was 
demonstrated by the New Hampshire De- 
partment of Public Works and Highways 
on the Seacoast Turnpike. The sign is 
actuated by a radar device whenever an 
approaching vehicle is traveling faster 
than the legal speed limit. 
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Spectacular Announcement 


Gets Oidsmobile Dealers 
Off to a Fiying Start! 


Off and rocketing to another record sales year! It’s Oldsmobile 

for °56—the car everybody’s going for. Again Oldsmobile has 
anticipated the style trend . . . with new Starfire styling. And for 
TEAMED WITH NEW action there’s the new Rocket T-350 Engine . . . teamed with 


revolutionary Jetaway Hydra-Matic*, the great new name in 


HYDRA-MATIC 


transmissions. The signs are clear . . . this is the year for 
po 


Powerfully Smooth... “the car with the power personality!” Now, more than ever before, 
Powerfully Safe ! dealers know . . . it’s smart to be with Oldsmobile! 


*Standard on Ninety-Eight models; optional at extra cost on Super 88 models. 


OLDS MOB !|I LE 


DIVISION OF GENERAL MOTORS CORPORATION ¢« LANSING, MICHIGAN 
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Eisenhower Lauds American Labor .. . 





Politics Tint AFL-CIO Merger | 


By Joseph M. Callahan 
Staff Writer 
EAVY emphasis on political 
activity in the future marked 
the merger last week of the AFL 
and CIO into the 
free world’s biggest 
labor federation at 
New York’s Seventy- 
first Regiment Ar- 
mory. 

George Meany, elected president 
of the 16 million-man AFL-CIO, 
and Walter P. Reuther, named 
president of the union’s industrial 
union department, signified the 
historic fusion by jointly grasping 
a king-size gavel and pounding it 
several times to bring the conven- 
tion to order last Monday (Dec. 5). 

Promising to guide the union 
as “a force for good for all Amer- 
ica,” Meany ridiculed charges 
that the new federation would 
seek to control workers’ votes or 
to capture the Democratic Party. 

Also taking a political tack was 


Barry Goldwater, Arizona Republi- 
can, of proposing that labor be 
politically disenfranchised. 
* * * 


Reuther Promises Action 


“qyUR answer to you, Senator,” 

Reuther shouted, “is not less 
political action but more political 
action on the part of the American 
labor movement. 

President Eisenhower made his 
first speech since his heart attack 
in September and cautioned the 
united movement to safeguard the 
right of its members to differ po- 
litically. 

He said that if the American 
philosophy of labor were adopted 
all over the world, it would bring 
universal peace and prosperity 
and would free hundreds of mil- 
lions of workers enslaved behind 
the Iron Curtain. 

The 1,400 delegates also elected 
27 vice-presidents, 17 from the AFL 
and 10 from the CIO, who with 


Reuther, who accused Senator|Meany and William F. Schnitzler, 


@® 
Carpets 


Upholstery 


Bolster 


secretary-treasurer, will comprise 
the AFL-CIO’s executive council. 
* * * 


Union Drive Slowed 


THE dealership front, an at- 

tempt by the AFL Teamsters 

to invade auto salesrooms in the 

Cleveland area has failed tempo- 

rarily, inasmuch as pickets have 

been withdrawn from Broadvue 
Motors (Mercury). 

The five-month effort to get a 
contract ended when the com- 
pany agreed to rehire eight sales- 
men who struck July 1. David 
Kassouf, Broadvue president, an- 
nounced that all his employes 
were back at work. 

It has been reported that Broad- 
vue had been selected as the “guinea 
pig” for the organizing drive of 
Local 293 in the Cleveland area. 

* 


Dealer Shares Profits 


ie ROCHESTER, N. Y., a profit- 
sharing plan has been announced 
for 93 employes of Fincher Motors, 


Wiring Cover 


Oldsmobile dealership. 

Harold H. Henry, president, said 
the plan will permit employes to 
participate in the profits in. propor- 
tion to their accumulated earnings 
for the last five years. 

‘This month, company directors 
will announce the amount for dis- 
tribution and the workers will 
receive their first payments be- 
fore March 1. Henry pointed out 
that employes will participate in 
the plan regardless of length of 
service. 

Shop workers of another Detroit 
dealership, Dexter Chevrolet, have 
selected Local 376 of the AFL 
Teamsters as their bargaining 
agent in a Michigan Labor. Media- 
tion Board election. The vote was 
45 to 10. 


Firestone Southern Sales 
Split in Two Divisions 

MEMPHIS. — Firestone Tire & 
Rubber Co. has split its southern 
sales division with new headquar- 
ters in Houston and Atlanta. 

The southern division headquar- 
ters here will be discontinued. The 
move will. be completed sometime 
in January, it was reported. Officer 
personnel in Memphis will be ab- 
sorbed into other jobs at the plant. 


Fan Belts 


Glove Compartment 


Lining 


AVISCO PRODUCTS take to the road! 


Lift the hood, open the door, or look into the glove compartment of a modern automobile, 
and you're bound'to come in contact with a product that American Viscose has helped pioneer. 
Tough, versatile rayon staple and tow are being used in the manufacture of many diverse 
automotive elements. And this is only the beginning. 


We believe that rayon products can be used even more extensively by the automotive industry. 
Our engineers are eager to work with suppliers and manufacturers. May we talk it over? 


*Trademark of American Viscose Corporation 


GROW WITH AVISCO 





Window Channels 


Auto-Lite Appoints 
» to Replacement 
Sales Positions 


TOLEDO. — Appointment of five 
persons to new positions in Electric 
Auto-Lite Co.’s recently consoli- 





M. H, Smith L. B. ©’Loughlin 


dated replacement sales organiza- | 


tion has been announced by W. E. 
Blank, replacement sales vice-pres- 
ident. 

The advancements include M. H. 
Smith, to general sales manager in 
charge of sales personnel; T. M. 





F. 8. Stead 


Birmingham, to sales administra- 
tion manager; L. B. O’Loughlin, to 
spark plug merchandising manager; 
F. S. Stead, to service manager, 
and K. J. Casper, to manager of 
combined sales offices. 


Blank said the 
promotions com- 
plete the general 
sales. office. reor- 
ganization de- 
signed to coor- 
dinate and 
strengthen Auto- 
Lite’s replace- 
ment program, 
formerly divided 
among three sep- 
arate divisions. 

Smith joined 
Auto-Lite in Denver in 


K. J. Casper 


1939 as a 


representative for the spark plug — 


division. In 1948 he was named 
southern division manager and re- 
turned to Toledo this fall to assist 
Blank in the reorganization pro- 
gram. 

Birmingham came to Auto-Lite 
in 1941 as a district battery sales 
manager at Peoria, Ill. He was 
made manager of the west central 
division 


manager in 1951. 


Joining Auto-Lite in 1945 as trade 
relations manager, O’Loughlin was 
promoted to assistant sales man- 
ager, spark plug division, in 1946 
and to sales manager in 1953. 

Stead started work in the draft- 
ing department in 1928 and was 
transferred to the service depart- 
ment in 1934. In 1952 he was placed 
in charge of field engineering ac- 
tivities and later operated Auto- 
Lite’s service education activities. 


Formerly in charge of the Dallas 
district, Casper moved to Toledo in 
1945 to become office manager for 
the battery sales division. 


Shows 


(Continued from Page 4) 


29. The Cleveland Automobile Deal- 
ers Assn., through S. L. Marshall, 
show chairman, has said that it is 
determined to make the event one 
that ail northern Ohio-will want to 
attend. It is the second Cleveland 
show in-19 years. 


Stewart McClellan, of Barnes 
& Carruthers, Chicago, has been 
hired to plan, produce and direct 
the -show. An outstanding per- 
former, reported the entertain- 
ment committee, headed by Frank 
H. Porter, will be signed to head 
the stage revue. 


Yesterday (Dec. 11), the show 
staged in Pan-Pacific Auditorium 
in Los Angeles closed and Satur- 
day (Dec. 10) saw the end of the 
one held in the Blue Valley Farm 
Show Building, Bangor, Pa. The 
next show scheduled is the Am- 
bridge Auto Show in’ Ambridge 
(Pa.) Town Hall, Jan. 1-6. 


T. Birmingham — 


in 1950 and moved to. 
Toledo as assistant battery sales” ; 
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BENDIX LINKAGE TYPE POWER STEERING—Because Bendix* 
Power Steering is of the linkage type, manufacturers find it 
especially adaptable for production line installation without ex- 
tensive engineering changes. Manufacturers can now meet the 
ever-increasing demand for power steering more efficiently and 
more economically with Bendix Linkage Type Power Steering. 


BENDIX LOW PEDAL POWER BRAKE—Specified by more car 
manufacturers than any other make, Bendix* Low Pedal 
Power Brake makes possible quick, sure stops by merely 
pivoting the foot from the go to the stop control. No need to 
lift the foot and exert leg power to bring the car to a stop. 
Result— more driving comfort, less fatigue and greater safety. 


*REG. U. S. PAT. OFF. 


BRAKES « POWER STEERING « POWER BRAKING « CONSTANT VELOCITY UNIVERSAL JOINTS ¢ HYDRAULIC REMOTE CONTROLS 


BENDIX "°°%"s SOUTH BEND morna 


Export Sales: Bendix International Division, 205 East 42nd Street, New York 07, N.Y. 
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Hearings Point Up Need 
To Reestablish Trust 


Sigel Senate antitrust and monopoly subcommittee is pro- 
viding information about the auto distribution system 
and General Motors, as well as heated testimony and bitter 


charges. 


Both NADA and GM are doing outstanding jobs of 
research and publicity to back up their arguments. The 
hearings may provide a service to the industry by bringing 
these differences out into the open. 


No impartial observer can fail to see merit on each side 
of this case. Auto dealers through their own investments, 
courage and energy have built up an outstanding system of 
distribution. 

And no one will deny that General Motors grew through 
devotion, energy and courage of management. 


But in the current matter there is one thing to keep 
uppermost in mind. It isn’t important who wins the pub- 
licity battle. It is important that this great system of 
distributing automobiles be retained and improved. 


That there is room for improvement is obvious. The fact 
that there are such bitter differences of opinion between 
makers and dealers is solid evidence of that. 


In order to function effectively, the industry must repre- 
sent a partnership of makers and dealers, working with 
faith in each other for the public good. 


When makers do not trust dealers to do their part (and 
obviously they do not)—and dealers do not trust makers 
(and they have made that lack of trust clear), we have a 
situation bordering on civil war in the industry instead of 
a partnership of manufacturing and distribution. 


It is past time that men of good faith on each side should 


work out their differences so that the industry may build 


with confidence for the great future that lies ahead. 





Events 


Dealer Conventions 


Jan. 28- Feb. | —39th Annual National 
Automobile Dealers Assn. Convention, 
Sheraton Park and Shoreham Hotels, 
Washington, D 

Feb. 26-27—Louisiana Automobile Dealers 
i Hotel Roosevelt, New Orleans, 


Of the 


May 14-15—Pennsylvania Automotive Assn., 
Inn, Buck Hill Falls, Pa. 

May 26-28 — South Carolina Automobile 
Dealers Assn., Ocean Forest Hotel, Myr- 
tle Beach, S.C. 

Sept. 17-18—Minnesota Automobile Restore 
Assn., St. Paul Hotel, St. Paul, Minn. 
Oct. 21-23—Florida Automobile Dealers 
ae: Fort Harrison Hotel, Clearwater, 

a. 


* * * 


Dealer Auto Shows 


Jan. hie gia Auto Show, Town Hall, 
Ambridge, Pa. 

Jan. 6-14—Minneapolis Auto Show, Min- 
neapolis auditorium, Minneapolis, Minn. 

Jan, 7-15—San Francisco Auto Show, Civic 
Auditorium, San Francisco, Calif. 

Jan. 7- 1S—Columbus Auto Show, Veterans 
Memorial Bidg., Columbus, oO. 
Jan. 7-15—27th Annual Automobile Show, 
National Armory, Washington, D. C. 
Jan, 7-15 — Chicago Auto Show, Interna- 
tional Amphitheater, Chicago, iW. 

Jan. 7-15 — Houston Auto Show, Houston 
Coliseum, Houston, Tex. 

Jan. 12- 14—McKeesport Auto Show, Palace 
Garage, McKeesport, Pa. 

Jan. 13-22—Seattie Auto See. Field Ar- 
tillery Armory, Seattle, Wash. 

Jan. 14-22—St. Louis Auto hee Oakland 
Ave. Arena, St. Louis, Mo. 

Jan. 21-28—Baltimore Auto Show, 
Regiment Armory, Baltimore, Md. 

Jan. 21-28 — Pittsburgh Auto Show, Hunt 
National Guard Armory, Pittsburgh, Pa. 

Jan. 21-29—Des Moines Auto Show, Vet- 
os Memorial Auditorium, Des Moines, 
a. 

Jan. 21-29—Cleveland Auto Show, Public 
canoe Cleveland, O. 

5-29—San Diego Auto Show, Elec- 

Balboa Park, San ‘Diego, 


Fifth 


Jan. 
wie Bidg., 
Calif. 

Jan, 28- Feb. 4— Rochester Auto Show, 
Rochester War Memorial Auditorium 
and Exhibit Hall, Rochester, N. Y 

Jan. 28- Feb. 5— Quad-City Autorama, 
Rock Island, Ill, 

Feb. 3-12—Omaha Auto Show, New Mu- 
nicipal Auditorium, Omaha, Neb. 

Feb. 5-12—Dallas Auto Show, Fair Park, 
Dallas, Tex. 

Feb. 6-l1—Denver Auto Show, Coliseum, 
Denver, Colo. 

Feb. 11-18— Milwaukee Auto Show, Mil- 
waukee Arena and Auditorium, Milwau- 
kee, Wis. 

Feb. 12-19 — Lansing Auto Show, Civic 


Automotive Cartoon 


(During illness of Ogg Fitzgerald, other cartoonists are filling this corner), 


Center, Lansing, Mich. 


Feb. 18-26—Detroit Auto Show, Michigan 
State Fair Grounds, Detroit, Mich. 


Week 






‘Example Disregarded 


This is an open forum for the discussion of any subject of interest to our 
readers, and your letters are welcomed. No attention is given to unsigned 
letters but you may sign your name with the assurance that it will not be 


Feb. 19-25—Syracuse Auto Show, Onon- 
daga Cae, War Memorial building, 
Syracuse, N. 

Feb. 25-March re City Auto Show, 
Exhibition ae Municipal Auditorium, 
Kansas City, M 

March 2:i1--Sookene Auto Show, Coli- 
seum, Spokane, Wash. 

March 9-11 — Kansas Motor Show, Sports 
Arena, Hutchinson, Kansas. 


A Lethal Machine 
This is the year of the big net 
profits by the big auto makers. 
Billion-dollar earnings are anoma- 
lous as long as the — eo 
March 16-18—Wichita Auto Sh U uct continues to qualify as e 
sity of Wichita ‘Field Heme,” Wichita, most lethal peacetime machine in 
Kans, the history of the human race. 


April — Lewiston Auto Show, Lewiston 
Armory, Lewiston, Me. 
as ee 


General 


Jan. 1-10—Mexican International Automo- 
bile Show, National Auditorium, Mexico 
City Mex, 

Jan. 9-13—Society of Automotive Engi- 
neers Annual Meeting, Sheraton-Cadil- 


tributes to pretty nearly every- 
thing under the sun, its product, 
the passenger automobile, con- 
tinues to rob the driver of the 
full, comprehensive view of Bod 
road and its un 

ards, and invites skids and am 


lac and Statler Hotels, Detroit, Mich. 


Jan, |t-l4—American Road Builders Assns. 
54th Annual Convention ae Audi- 
torium, Miami Beach, 


Jan. 15-17—Second ae fia oo Show, 
Hotel Statler, New York, N. 


Jan. 16-21— Grand Rapids ae Show, 
Civic Auditorium, Grand Rapids, Mich. 


(See CABENDAR, Page 54, Col. 3) 


30 Years Ago be 
The Big Stories 


Before the end of 1925 Chevrolet Motor Co. will have established 
a record unique in the automotive industry, by producing within 12 
months more than 500,000 cars and trucks. This production has never 
before been approached by any manufacturer of selective transmis- 
sion automobiles, it is claimed. 

A petition in voluntary hankruptcy was filed by Rollin Motor Co., 
declaring liabilities of $958,035, as against assets of $741,380.93 by 
Grover Higgins, assistant secretary. Officials of the company said the 
Rollin car had not sold as was anticipated. 

A new November record was established by the automobile industry 
during the past month when 379,300 cars and trucks were manu- 
factured. The total for the 11 months is 3,997,954, exceeding the 
record total of 11 months in 1923 by 5.6 percent, assuring the total 
for the year of 1925 will be the largest in the history of the business. 
The total to date is 16.5 percent higher than the similar period in 1924. 

Ajax Motors Co. is planning to produce 40,000 cars in 1926, according 
to plans revealed by the Nash subsidiary. 

—From the files of Automotive News. 


turns by front-end-heavy design. 
The center of the automobile in- 
dustry is Detroit, a city where 
water-borne vehicular tonnage sur- 
that of any other city in 

the world. The water-borne vehicles 
provide an example that is disre- 





used, if you so request, Address Editor, Automotive News, Detroit 26, Mich. 


garded by the people who manu- 
facture these land vehicles, the 
automobiles. 

It isa law that tractive effort is 
best insured by having maximum 
weight over the point where power 
is applied. From the Queen Mary 


to the ore carrier out of Duluth, © 


not a single vessel has, or ever will 
have, the heavy engines in the 


chain locker, at the front-most ~ 


point. 


The group responsible for the 


passenger automobile installs the 


heavy engine as far as possible 


from the wheels it must drive and, © 


as if this violation of the laws of 
gravity and momentum was not 
enough, the engine, unavoidably 


* 


generating poisonous carbon mon- | 


oxide gas as it operates, is located 
as nearly under the nose of the 
driver and passenger as it is pos- 
sible to misplace it, smogging the 
air at ankle height. 

In up, the rear wheels 
of today’s car spin. In slowing 
down, even as little as in taking 
@ curve, momentum throws the 
weight in the car forward and 
the value of the rear wheels de- 
creases. From one end of the land 
to the other we read of cars 
leaving the road on curves be- 
cause, having insufficient weight 
and tractive hold on the road, 
the rear end keeps going straight 
while the front end is steered to 
follow the curve. 









While the auto industry is mak- 3 


4 


ing billion dollar earnings, automo- 
bile accidents are causing four- 
billion-dollar losses to the nation in 
addition to the tens of thousands 
killed and two million injured. 

To bring these accidents under 
control, the auto industry should 
redesign its products for safer op- 
eration—and make available driver- 
in-front, engine-in-rear passenger 
automobiles. — ArtHur W. SrTeveNs, 
president, SAE, Automobile Safety 
Assn., Boston. 








than any other newspaper 


The motor-minded people of Greater 
Philadelphia spend $896,000,000 a 
year on automobiles and accessories. 
Their favorite newspaper is The 
Evening* and Sunday Bulletin. 


Unusual reader attention is being paid 
now to the sparkling new make-up of 
The Sunday Bulletin. Published on new 
presses, in new type, in the world’s most 
modern newspaper plant, The Sunday 


Bulletin features 10 separate sections, 
R.O.P. editorial and advertising color. 


The Bulletin packs selling power 
throughout a market noted for its buy- 
ing power. Philadelphians like The 
Bulletin; they buy it, read it, trust it 
and respond to the advertising in it. 


The Bulletin is Philadelphia. 


*Largest evening newspaper in America 


In Philadelphia nearly everybody 
reads The Bulletin. 


Advertising Offices: Philadelphia, 30th and Market Streets 
New York, 285 Madison Ave. * Chicago, 520 N. Michigan Ave. 


Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta © Los Angeles * San Francisco 
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Meeting the Practical Problems .. . 
Case Histories of a Salesman 


Eprror’s Note: This is one of a 
series of letters on practical 
problems encountered in auto sell- 
ing. It is written by a veteran 
salesman, Bert Simons, who is 
active in today’s market. 

* + * 
Dear Ed: 
— people make a family 

project out of shopping for a 

In handling such a 
group, there’s 
something we 
salesmen should 
always keep in 
mind — watch 
the youngsters. 
They carry a 
lot more weight 
than we used to 
when it comes 
to buying cars. 

Which brings 
me to the story 
of Mr. and Mrs. 
Tom Foget and their 16-year-old 
son Bob. This family was ready 
to buy a new car but didn’t know 
which one of three makes they 
wanted. They made the challenge 
to me, and I accepted. I would 
show them why they should have 
my product and no other and, fur- 
thermore, why they should have 
it right now. 

cd * ~ 
'  gelolytarensersaped my product must 
be presented thoroughly, and 
then most important would be 
the demonstration ride. 

As I started my presentation, 
I realized to my surprise the in- 
terest the son Bob was display- 
ing. 

Bob asked lots of questions, 
and it was obvious that the 
boy was clever and that the 
parents, especially Mom, were 
very proud of him. They were 
enjoying the sparring of ques- 
tions and answers between him 
and me. 

It was during this session that 
I freely consented to letting Bob 
drive the car and was reminded 
by him when the time came for 
the demonstration ride. 

Actually, I wanted the father 
to drive for more reasons than 
one. But at this point, I knew I 

would have to keep my promise. 
* * ak 


new car. 





Bert Simons 


O I asked Mr. Foget if he had 
any objection to his son’s tak- 
ing the wheel. When he agreed, 


Delco Announces 
New Wiper for 


‘Wrap’ Windshield 


ROCHESTER, N. Y.—A wind- 
shield wiper which cleans around 
corners has been announced by 
Delco here. 

This new wiper assembly is said 
to clean into’ the two side areas 
of wraparound windshields. In ad- 
dition, it cleans a greater total 
windshield area, Delco said 

An electric motor provides con- 
stant wiper speed with no slow- 
down, Delco said. Automatic re- 
turn to park and dual speed con- 
trol are also features of this wiper 
motor. 

The “Contour-Sweep” blade has 
a flexing action that helps remove 
ice and snow from the wiper blade. 
It is held against the windshield 
under tension, Delco said. The 
wiper is optional equipment on 1956 
Chevrolets and Pontiacs. 


Chrysler Joins 


Road-e-o Sponsors 


DETROIT. — Chrysler Corp. has 
joined Liberty Mutual Insurance 
Co, and the American Trucking 
Assns. as cosponsor of the U. S. 
Junior Chamber of Commerce’s 
annual National Teen-Age Road-e-o. 

The fifth annual Road-e-o will 
get underway in January with Jay- 
cee chapters throughout the coun- 
try planning community programs 
for March, April and May. State 
eliminations, also conducted by 
Jaycee chapters, are scheduled for 
June. 

The 49 winners selected will go 


to the finals at the National Guard | potent pending 


Armory in Wash. Aug. 6-9. 


I took a few minutes to explain 
the features of the new-type 
transmission, and, with Bob at 
the .wheel, we drove off. 

At first, my heart was in my: 
mouth, but I soon realized that 
the boy drove very sensibly, 
whereupon I relaxed completely 
and talked to him and his par- 


ents about the maneuverability 
of my product. 

At a given point we stopped 
and Mr. Foget drove some. Then 
he invited Mrs. Foget to com- 
plete the journey back to our 
showroom. 

In my closing office, all the 
family agreed they liked the per- 





formance and many of the new 
features. There was nothing left 
but the actual figures, trade al- 
lowance and choice of color. 
After a short time we got to- 
gether and I sold this family a 
new car. 
* * * 
T WAS not until the folks were 
ready to leave that Mrs. Foget 
expressed her real feelings when 
she said, “Mr. Simons, I was so 
proud of the way you and my son 
discussed this new car and more 
so when you let my son drive. 
“You can’t imagine how Dad 
and I felt sitting in the back 





seat while you and Bob dis- 
cussed the features of the car. 
It was ’way back then while he 
was driving that I knew we 
were going to buy a car from 
you tonight. Then you cinched 
the deal yourself when you 
offered us a fair deal. 


“We had been to a few other 
places. They all tried to sell us, 
but none handled Bob like you 
did. I'll bet you must have a son 
or two yourself.” 

I not only told her I had two 
sons of my own but showed her 
pictures of them. 

Bert Smons 








(pronounced Loom-puff) 


om 








Sales Conditions in Various Areas .. . 





_ Auto Market Reports 


when only 519 new units were reg- 
istered. 

New-truck sales for the 10-day 
period ran almost 8 percent ahead 
of the corresponding periods in 
October, and November, ’54. 

New-car registrations by make: 

Ford, 290; Chevrolet, 201; Pon- 


Atlanta 


New-car registrations in the At- 
lanta area for the first 10 days of 
November numbered 852, the low- 
est of any 10-day period this year. 

However, registrations were 
ahead of the same period last year 








tiac, 71; Plymouth, 61; Mercury, 


46; Oldsmobile, 43; 


Cc 


Buick, 35; 


adillac, 24; Dodge, 22; Chrysler, 


18; Packard, 13; Studebaker, 8; 
DeSoto, 7; Nash, 7; Lincoln, 3; 
Willys, 1, and miscellaneous, 2. 


New trucks were registered as 


follows: 


Ford, 53; Chevrolet, 52; 
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International, 26; GMC, 15; Dodge, 
13; White, 5, and miscellaneous, 1. 


—(E. C. Bash.) 
* * * 
St. Louis 


Nearly all dealers in the St. Louis 
area are disappointed by the small 
amount of interest displayed over 
1956 models. 

This does not mean that there 
are no sales. Orders are being 
written at a fairly steady rate, but 
business has not been spectacular, 
as has been the case in some past 
years. 

Dealers are concerned over the 

fact that discounts and long- 





PUFFED FOR BEAUTY! PUFFED FOR COMFORT! \. 


fachion fabrice of garan 


For further information, contact your supplier or write to: CHICOPEE MILLS, INC., Lumite Division, 47 Worth St., New York 13, N. Y. 
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trades—so apparent in the 1955 
cleanup—have carried over in 
the showing of ’56s. , 

The present feeling is that sales 
will continue at a reasonably good 
pace, but little improvement in the 
profit picture is anticipated. 

There are an increasing number 
in the trade who believe that some 
form of credit control would be 
helpful. 

Used-car stocks are up somewhat 
and movement is obtained only by 
substantial price concessions.— 
(Sam X. Hurst.) 

* 


Southern Illinois 

While most of the country is ap- 
parently in a business and indus- 
trial boom, Southern Illinois busi- 
ness conditions have dropped to a 
point where a general appeal for 
help has been sent to government 
officials. 

A meeting tagged a “Sink or 
Swim Rally” has been set for Dec. 
31 in West Frankfort and every 
State and Federal official from the 
president on. down has been in- 
vited to attend. 

More than 30,000 families are re- 
ceiving government surplus food in 
the lower 15 counties of the state, 
according to Rep. Kenneth J. Gray, 
who called the meeting. Thousands 
of coal miners and others are walk- 
ing the streets looking for work. 

Business of all kinds, including 
auto dealers, has been hard hit 
by the economic depression caused 
by the closing down of coal mines 
and some local industries—(L. H. 


Houck.) 
* * 


* 
O 

Ford had a comfortable margin 
in October registrations in Omaha, 
leading Chevrolet 334 to 267. 

For the first time in memory, 
Pontiac copped third spot with 125 
new cars, and Buick came in 
fourth, with 123. Plymouth dropped 
to eighth, trailing Mercury, Olds- 
mobile and Dodge. 

Two Continentals were regis- 
tered, compared with one each 
for Imperial, Jaguar and Willys. 

October registrations totaled 
1,276, compared with 1,423 for Sep- 
tember. 

October truck sales totaled 199, 
compared with 141 in the previous 
month. Chevrolet, with 69, topped 
second-place Ford, 60. Interna- 
tional was third with 38.—(Arthur 
R. Oleson.) 


Ottawa 

Dealers are surprised that inter- 
est in new cars is continuing bet- 
ter than expected during the 
Christmas shopping season and 
that prospects seem to be able to 
offer more cash than usual at this 
time of the year. 

They’re shopping for new cars 
this holiday season more than in 
any previous year that I can re- 
call,” said a veteran dealer. 

One dealer said that sales of so- 
called “smaller cars” may not go 
well in 1956. 

“Buyers,” he said, “want not only 
color and style—there’s a trend 
away from smaller cars, at least in 
our case.”—(M. L. Schwartz.) 

* ” + 


Cleveland 

Automotive sales in the Cleveland 
area dipped sharply in the holiday- 
shortened week ended Nov. 26. 

New-car registrations. totaled 
1,314, about 300 under the previous 
week but 300 over the year-ago 
week. Used-car transactions 
amounted to 1,457, some 400 under 
the previous seven days but 250 
over the comparable week of 1954. 

Commercial sales were 103 new 
units and 59 used vehicles. Both 
figures followed the passenger-car 
trend.—(Sanford Markey.) 

/ 


Beaver Dam, Ky. 

Beaver Dam is not a large town 
but it is on the highway used by 
the Yankees when they go to 
Florida. 

This brings in considerable trade, 
but the main business is lumber, 
farming, tobacco and a fair tourist 
crop in summer. Burley tobacco 
prices are down and growers pes- 
simistic. 

New cars are slow and used 
cars not much better. Service 
business is holding up good and 
is often the mainstay of some 
deale 


-alers. 

Credit here is seldom a prob- 
lem. Repossessions are almost un- 
known. Inventories are normal.— 
(L. H. Houck.) 


, 










Hudson Dealers 
With The 2 Most Gon 
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THE MOST BEAUTIFUL PERFORMER OF THEM ALL 


Big changes in V-8 power; big changes in 

outside styling—front, sides, and rear; big 
wee changes in interior fashion, design, fabrics, and 

colors —the new 1956 Hornet V-8 has sales 


news and selling features from bumper to 
bumper! Hudson dealers have both a show- 





New V- Line Styling, New V-8 Power, Ma ke It the room “natural” and a road-demonstration win- . 
. ‘ ¥ ner in this, the most beautiful performer of 
Top Car in the American Motors Line _ them all! 


TUNE IN “DISNEYLAND’’—ABC-TV NETWORK Hudson Miotors Division 








To Go To Town” 
letely New 56 Cars! 
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THE ALL-NEW, ALL-AMERICAN RAMBLER 


The only completely new car in the volume field—a 
smart beauty with more power, more room — and still 
the compact, easy-to-handle economy champ of the U.S.! 
There is opportunity-plus in the Hudson deal, and a few 


choice franchise areas are still open. For complete infor- 
aan * < < i mation, contact N. K. VanDerzee, Vice President, 
Brilliant Styling, Low Price, Highest Resale; Top Mileage — Hudson Motors Division, 14250 Plymouth Road, 
‘ Detroit 32, Michigan—or your nearest Hudson Zone 
Make It a Fast-Selling Volume Car Office. (In Canada, write L. E. Fenn, General Sales 
Manager, Hudson Motors of Canada, Ltd., 1470 The 

Queensway, Toronto, Ontario.) 


of American Miotors Corporation 14250 PLYMOUTH ROAD, DETROIT 32, MICHIGAN 
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Story of Deep-Freezers 
Warms Up GM Hearing 


By William Ullman 


Washington Correspondent 
—— fourth week of the General Motors hearings ended 
under the glare of television floodlights and dozens of 
flash bulbs as GM President Harlow H. Curtice and Board 


Chairman Alfred P. Sloan jr. 


made their first appearances 


before the O’Mahoney subcommittee. 





The small hearing room in 


the Senate Office Bldg. was 


jammed with the biggest| 


crowd yet to turn out for the in- 
quiry. Some of those attending, of 
course, were from GM itself, for no 
fewer than 13 vice-presidents ac- 
companied their senior officers to 
the hearings. 

But reporters were crowded 
shoulder to shoulder around the 
press tables, and news photogra- 
phers were lined up like a firing 


Many dealers and former dealers 


were in the room, 
too, including Lee 
Anderson, the 
man who testified 
that Curtice 
called him “a 
Red” when he ap- 
pealed his fran- 
chise cancellation. 
Also there were 
NADA’s Fred 

d Bell and members 
William Uliman of his staff, as 
well as David Busby, counsel for 
the Senate Interstate Commerce 








subcommittee which recently 
mailed 40,000 questionnaires to 
dealers. Busby has been a regular 
visitor at the hearings. 

Curtice, who had thought he 
would be first to testify in the 
day’s session, appeared quite 
startled when 
confronted by Senator O’Mahon- 
ey’s surprise dealer witnesses. 
But he and his aides were asked 

to remain seated while M. H. Yager, 
the Albany Pontiac dealer, and two 
other retailers, charged that GM’s 
“new administration” was “a bully 
of the greatest magnitude.” 

It was an electric moment in the 
often dramatic and always fas- 
ecinating hearings, but there have 
been other highlights during the 
past month which attracted less 
attention. 


* * * 
‘Name Your Own Deal’ 
URING Bell’s testimony, for ex- 
ample, the NADA executive 
vice - president produced clippings 
of auto advertising which he termed 
“deceptive and misleading.” The 
ads were run by dealers and in- 
cluded one which boasted of a deal 
“with one cent profit.” But Wyom- 
ing Democrat O’Mahoney wanted 
to see a misleading factory adver- 
tisement. 
Bell reached into his briefcase 


he was suddenly - 


and producéd what he called “a 
Buick sales circus ad.” Senator 
Alexander Wiley, Wisconsin Repub- 
lican, reached across-‘or the clip- 
ping and demanded to’ know why 
it was dishonest. 


“Well,” said Bell, “it’s an exam- 
ple of a ‘name your own deal’ ad- 
vertisement. The implication is that 
a customer can walk in and the 
dealer will accept any reasonable 
offer, which isn’t the case at all. 
It’s right on the border line of dis- 
honesty.” 


Wiley admitted that he was no 
expert on advertising, but he 
wondered who besides Bell 
thought the advertisement was 
misleading. Noting that the ad 
was clipped. from a Chicago 
newspaper, the senator asked if 
anyone in Chicago thought it was 
bad advertising. Or, he queried, 
was it just “bad” in Bell’s 
opinion? 

Bell snapped back that he was 
there to give his own opinion, and 
Wiley laughed and said that the 
subcommittee now was certain of 
Bell’s position on the matter. 

At that point, NADA President 
Frank Yarnall whispered some- 
thing in Bell’s ear, and Bell then 
asserted that the Chicago Better 
Business Bureau had said that any 


Let this tag help sell your 
premium line of 
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You slip this eye-catching salesman onto the 
battery post easily and quickly. 


@ It dresses up the battery. 


@ Tells the customer instantly that the bat- 
tery has the best insulation available. It 
can also be used as a price tag. 


@ Gives the retail sales person more ammu- 
nition to sell premium grade batteries. 





batteries... 





e THE TAG REMINDS THE CUS- 
TOMER OF THE ADVERTISEMENTS 
OF Peerless Separators HE HAS SEEN 
IN THE SATURDAY EVENING POST. 


Send today for your free supply of these tags. 
They announce, in the quickest, strongest 
way, that the batteriés you sell are loaded ° 
with protection and long life. 


UNITED STATES RUBBER COMPANY 


BATTERY SEPARATOR SALES DEPARTMENT - ROCKEFELLER CENTER, NEW YORK 20, N. Y. 





“name your own deal” ad was mis- 
leading. 

By this time, O’Mahoney had 
taken the clipping over, and he 
read it into the record. He noted — 
with a chuckle that the ad told the 
customer to crack the whip and 
said that Buick was giving its 
money away. 

“Might I point out,” interrupted 
Bell, “that it is the factory, and not 
you, who is cracking the whip, and 
it is the dealer who is throwing his 
money away.” 

* * oa 


Merry Oldsmobile Mixup 


cm of the most entertaining 
witnesses was James Hamrick, 
former Oldsmobile dealer from 
Mobile, Ala. Hamrick said that he 
received his cancellation letter last 
summer but that something hap- 
pened later to make him think he 
was going to get a new contract 
after all. 

He explained that he received a 
telegram late in October telling him 
that new Oldsmobiles were rolling 
off the assembly line and to get 
ready to receive them. Hamrick 
also said he received his “sales kit” 
to go with the 1956 models. “I had 
everything,” he drawled, “except 
the new cars.” 

It turned out, Hamrick went on, 
that Oldsmobile “had forgotten to 
pull my name from the file, and it 
was all a big mistake.” 

But the witness said he had 
heard that the factory hadn’t found 
@ man to replace him, and he was 
perfectly willing to keep right on 
selling Oldsmobiles until they found 
a new dealer, “even on a month- 
to-month basis.” 

He brought a laugh from visitors 
to the hearing when. he added 
apologetically, “I figured that I was 
still better than no dealer at all.” 

Hamrick also told how he had 
been approached by factory repre- 
sentatives for donations to a kitty — 
for the zone manager and for pres- — 
ents for GM employes in Atlanta. 

“The only thing they’d ever sent ~ 
me,” Hamrick recalled, “was a. ~ 
postcard, so I sent some real nice 
postcards to Atlanta.” When told 
later that such presents were not 
welcome, he said he broke down 
and sent the GM girls some candy 
and the men some whisky. : 

“Then I found out this wasn’t ~ 
enough,” he testified. “The other ~ 
dealers were sending refrigerators ~ 
and deep-freezers.” 3 

Hamrick said that he was “or- 
dered” to buy about $1,500 to $2,000 
worth of advertising materials and 
sales aids each year which, in his 
judgment, were not worth the ex- 
pense. But the item which “really 
got me ready to burst a blood ves- ff 
sel,” he said, “was a $400 rug for 
my showroom.” 

* * x 


And Now Football 


yee said he even brought 

his wife down to the dealership ~ 
to look at the rug, “but it wasn’t — 
anything she’d have in the living ~ 
room. It had rockets and things 
all over it, and I just don’t know 
what I’m going to do with it now.” 

Both Senators Wiley and O’Ma- 
honey were a little confused by all 
the different factory representa- 
tives mentioned by Hamrick in his 
testimony. 

“Well,” mused the witness, “that’s 
because there’s a higher turnover 
among zone managers than there 
is in dealers. I’ve known some 
who've only lasted a day or two.” 

Ed Travis, the cancelled St. 
Charles (Mo.) dealer who brought 
five character witnesses with him, 
reported no deep-freeze incidents, 
but he did introduce the subject of 
football. 

Besides selling cars, he said, 
his chief love was football, par- 
ticularly as- played by’ his alma 
mater, the University of Missouri. 
Unfortunately, Travis said, the 
annual homecoming game was — 
played at the same time the new — 
Buicks were introduced. % 

“IT was in the showroom the first ~ 
two days of Buick’s introduction,” 
Travis testified. “I was there until ” 
noon on the third day.” Then, torn ~ 
between loyalty to MU and GM, he © 
surrendered to the call of the grid- 
iron and left for the stadium. = 

On that Saturday afternoon, he ~ 
said, the zone managers of Buick, ¥ 
Pontiac and GMC Truck & Coach ~ 
called on his dealership and dis- ~ 
covered that he was playing hookey. 

“They hadn’t been around im ¢ 
months,” exclaimed Travis, “and ~ 
they knew I liked football.” That = 
incident, he added, was typical of ~ 

(See ULLMAN, Page 54, Col. 3) e 
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(Editor’s Note: The following 
statement was submitted to the 
Senate antitrust and monopoly 
subcommittee during the General 
Motors study by Charles M. 
Hewitt jr., assistant professor of 
business law, Indiana University. 

(Hewitt is a consultant to 
NADA and the Automobile Deal- 
ers Assn. of Indiana on dealer 
franchise problems. 

(The paragraphs in brackets 
and parentheses are explanatory 
footnotes which were appended 
to the Hewitt statement accord- 
ing to the style of academic 
research papers. Such paragraphs 
are not to be construed as editor- 
ial comment by Automotive 
News.) 


By Charles M. Hewitt jr. 
Assistant Professor of Business Law, 
Indiana University 

PART I 
The Development of the Franchise 

INCE 1900 over 2,000 firms have 

engaged in automobile manu- 
facturing. It is certain that only 
a very small percentage of these 
firms ever really produced on a 
commercial scale. As early as 1912 
seven firms produced 50 percent of 
all car production. In 1930 the sev- 
en leading manufacturers ac- 
counted for 92 percent of total 

production. 

As a practical matter there has 
been no successful entry into the 
manufacturing side of the indus- 
try since Chrysler was formed in 
the middle 1920s. At the present 
time the big three account for 
about 95 percent of all produc- 
tion with General Motors alone 
producing over 50 percent. 

Many reasons may be offered to 
account for this steady pattern of 
increasing concentration of produc- 
tion at the manufacturing level of 
the automobile industry. This 
statement is designed, however, to 
explore only one of these reasons. 

It is suggested that many of the 
concentration problems on the 
manufacturing side of the industry 
and that many of the interrelated 
chaotic conditions on the distribu- 
tion side of the industry in some 
part grew (and still grow) out of 
the nature of the dealer franchise 
agreements historically used in the 
industry. 

Since about 1902 the vast majori- 
ty of new cars sold in the United 
States have been’'sold through 
dealers holding franchises with the 
various automobile manufacturers. 

Though these so-called fran- 
chise agreements are drawn like 
contracts and are treated like 
contracts by the courts—they are 
very different from ordinary bus- 
iness contracts. 

Some of the major respects in 
which franchises are different may 
be listed as follows: 

1. They are unilaterally drawn 
by the manufacturer and designed 
to give maximum legal and eco- 
nomic protectiton to the manufac- 
turer’s interests. The dealers are 
not given any substantial legal 
rights. 

2. They do not represent the free 
will of both parties as do most pri- 
vate contracts. 

3. They are not -designed to 
create legal rights based on rea- 
sonable expectations as are most 
private contracts. 

4. They have at times been used 
(by at least some of the manufac- 
turers) as a means to accomplish 
acts not only injurious to dealers 
but also to the public interest. 

oe 


How Franchises Differ 


From Ordinary Contracts 


Tu automobile franchise agree- 

ment is in reality a unilateral 
control device. Once a dealer has 
invested (average investment over 
$100,000) in the franchise of a par- 
ticular manufacturer he becomes 
in a sense the economic captive 
of that manufacturer. 

Because of cancellation provi- 
Sions and one-year franchises, deal- 
ers are under pressure to do all 
that their manufacturers require 
them to do. 

The independent legal status 
given to dealers by the courts is 
denied by the facts. The manu- | 
facturers are in a position to con- 
trol or dispose of the going deal- 
erships. The dealer only owns 
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SOME of the physical assets on | usually conditioned on some type 
termination of the relationship. | of default by the dealer. 


Many legal writers, governmental 
agencies, courts, economists and 
marketing experts have vigorously 
criticized automobile franchise 
agreements as being one-sided, un- 
fair and inequitable documents. 
Some courts have called for reme- 
dial legislation. 


“An examination of its terms, 
which are many, indicates that it 
was dictated by the manufacturer 
at Detroit with the avowed pur- 
pose of protecting the manuff&c- 
turer to the utmost and granting, 
if any, few rights to, and the small- 
est possible protection of, the 
agent. 


“It is one which affords some 
support for the wisdom and neces- 
sity of legislation which protects 
the weak against the strong party 
...” (Buggs v. Ford Motor Co., 113 
F 2d 618, 7th Cir. 1940.) 

Another court said: 


“As matters stand, some 15,000 
dealers are graciously allowed to 
continue their business of pur- 
chasing and selling General Mo- 
tors cars in return for their 
slavish obedience to the com- 
mand of the appellants.” (U. S. 
v. GMC, 121 F 2d 376, 7th Cir. 
1941, Indiana.) 

The automobile franchise agree- 
ment as it is now drawn and inter- 
preted by the courts appears to 
represent a legal device contrary 
to two basic principles that char- 
acterize a free society. 


1. It is a device which gives a 
small group in society (the manu- 
facturers) control over a larger 
group in society (the dealers) with- 
out the former being in any way 
legally accountable. 


2. It represents an example of a 
type of private government by men 
instead of by Law. 
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Brief History of Franchises 
In Automobile Industry 


WHEN and why did the franchise 
agreement come into use in the 
automobile industry? 

The first “independent” fran- 
chised “agent” operated a steamer 
and electric dealership in 1898. 
By about 1902, many of the auto- 
mobile manufacturers were dis- 
tributing their cars through fran- 
chised “agents.” 

Certain economic characteristics 
of the early automobile industry 
encouraged the adoption and spread 
of the franchise agreement in the 
automobile industry. 


Uncertainties relating to produc- 
tion technology and a shortage of 
capital were two of the principal 
reasons why most automobile man- 
ufacturers turned to franchised 
“agents” for the distribution of 
their cars. Dealers furnished a 
major part of the working capital 
requirements of the early manu- 
facturers by placing deposits on all 
cars ordered and by paying cash 
in full in advance of delivery. 


Demand in excess of supply 
meant that cars were easy to 
sell. The emphasis was on pro- 
duction in the early industry. 
The franchise agreements were 
drawn to meet certain economic 
needs of the early automobile 
manufacturers. 


What are the basic characteris- 
tics of the early automobile fran- 
chise agreements and how and 
why have automobile franchise 
agreements changed over the years 
into modern times? 


The first franchise agreements, 
1900-1908. The early automobile 
franchise agreements were gener- 
ally of one year’s duration. Dealers 
were designated as “exclusive 
agents”. and were given large ex- 
clusive selling territories. 

The manufacturer did not as- 
sume any express obligations to 
deliver cars in the early fran- 
chise agreements. There were, 
however, no provisions disclaim- 
ing all legal liabilities to dealers 
in the event the manufacturers 
failed to deliver cars. 

Early cancellation provisions 
gave cancellation privileges only to 
the manufacturers. The franchises 

were subject to cancellation at any 


Modern Franchise Pattern 


Was Established by 1910 


UTOMOBILE franchise agree- 

ments, 1908-1910: By 1910, the 
basic pattern found in modern 
automobile franchise agreements 
was established. Franchise terms 
provided the manufacturers were 
not legally obligated to deliver cars 
to their dealers. Other terms pro- 
vided that dealers were not to be 
considered legal “agents” of their 
manufacturers. 

Many franchises contained 
terms which gave the ‘ac- 
turers unconditional rights to 
cancel their franchise agreements 
on notice—or on short notice. 
Most franchises provided that 
notice of cancellation automatic- 
ally cancelled all unfilled orders 
from the cancelled dealers. 


Many reasons can be listed to 
show why the manufacturers made 
the foregoing changes in their 
franchise agreement provisions. 
Some of the more likely reasons 
for the changes include: 


1. The success that dealers had 
in certain law suits that they filed 
against various manufacturers. 

2. The cases where consumers 
won law suits against certain man- 
ufacturers by claiming that dealers 
were agents of the manufacturers. 

3. The fact that by 1910 there 
were so many applicants.for auto- 
mobile franchises that the manu- 
facturers were able to draw the 
franchise terms so as to give maxi- 
mum legal (and economic) protec- 
tion to their own interests. 

Automobile franchise ag ree- 
ments, 1910-1920. There were few 
basic changes in the pe aoa 


Ford Motor Co., however, 
verted back to an “agency” desig- 
nation for the relationship in this 
decade. 


The evidence indicates that the 
prime reason for this temporary 
deviation by Ford was so that Ford 
could maintain retail prices and 
allocate retail trading territories 
with a minimum risk of being 
prosecuted under the antitrust 


laws. 
* x ok 


‘Competing Products’ Ban 
Appeared in the ’20s 

UTOMOBILE franchise agree- 

ments, 1920-1930: Some impor- 
tant changes took place in the 
franchise agreements during the 
1920’s. Most automobile manufac- 
turers adopted franchise agree- 
ments of indefinite duration sub- 
ject to cancellation at any time 
“with or without cause.” 

Most franchises provided for 
short (30 days) notice periods 
before cancellation became effec- 
tive. Dealers were also given the 
right to cancel at any time. It is 
possible this was done to make 
the franchise agreements appear 
less one-sided. 

Some of the major manufactur- 
ers began to vigorously enforce 
provisions requiring that their 
dealers not handle competing prod- 
ucts. “Took on a competing line” 
was the chief cause of dealer can- 
cellations according to the cancel- 
lation files of the major manufac- 
turers. 

Under the provisions of the 1926 
GM franchise, for example, a dealer 
could be cancelled immediately 
without notice if he handled com- 
peting products. 

After 1920 the economic charac- 
teristics of the industry changed. 
The supply of automobiles began 
to exceed the demand. The used- 
car problem arose as the major 
cause of dealer business failure. 
By about 1925 most automobile 
manufacturers recognized that their 
major problems were problems of 
distribution. 

New franchise provisions and 
new policies were adopted by the 
major manufacturers to effectu- 
ate more control over the dis- 
tribution side of the industry. 
New provisions also were intro- 
duced designed te reduce some 
of the losses dealers experienced 
on cancellation. The advance 

cancellation 


time but the right to cancel was} notice period for 





was gradually extended by most 

manufacturers. 

Automobile franchise agreements, 
1930 to World War II: The trend 
in franchise agreement terms to- 
ward more manufacturer control 
of their dealers and more manu- 
facturer loss-sharing on cancella- 
tion continued in the 1930s. Several 
aa factors contributed to this 
rend. 


The great depression probably 
caused many manufacturers to 
adopt more effective control meas- 
ures over their dealers. It also in- 
duced the manufacturers to take 
further steps to alleviate the losses 
their dealers experienced on can- 


cellation or termination. 
+ + * 


NADA Pressure Sparked 


FTC Investigation in 1938 


pres trade associations (par- 
ticularly NADA) became politi- 
cally active during this period. The 
political pressure NADA exerted 
was probably an important factor 
leading to the Federal Trade Com- 
mission investigation of the auto- 
mobile industry in 1938. 

The comprehensive FTC Report 
on the Motor Vehicle Industry 
(1939) condemned au- 
consent feamieeniie agreements as 
being inequitable in many re- 

spects. 


During this same period there 
were several antitrust proceedings 
against some of the major automo- 
bile manufacturers. In some of 
these antitrust cases (and in other 
cases not involving the antitrust 
laws) major courts condemned au- 
tomobile franchise agreements as 
“one-sided” and “inequitable” con- 
tracts. 

The courts also criticized and 
condemned the control the various 
manufacturers exercised over thou- 
sands of “independent business- 
men” (dealers). 

All of the foregoing factors ex- 
erted pressure on the automobile 
manufacturers to effectuate addi- 
tional changes in their franchise 
agreements. The manufacturers 
also changed some of their “extra- 
franchise” policies. 

Automobile franchise agree- 
ments, World War II to 1955: The 


trend in franchise it 
terms shifting a larger share of 
dealer losses to the 


manufacturers has continued into 

All of the automobile manufac- 
turers now obligate themselves to 
buy back all new cars and parts 
(preceding three or four models) 
in the event that they cancel one 
of their dealers. Nearly all of them 
also agree to make certain pay- 
ments to their dealers on new cars 
still in stock in the event whole- 
sale (factory) prices are cut or 
models are discontinued. 

At least two major manufactur- 
ers agree to aSsume a portion of 
any lease obligation their cancelled 
dealers may have. These same two 
manufacturers also agree to give 
certain designated “qualified” sur- 
vivors of dealers one-year tryouts 
with deceased dealers’ franchises. 

- ca ” 


Some Makers Again Using 


One-Year Franchises 


At THE suggestion of the De- 
partment of Justice, exclusive 
representation, “territorial secur- 
ity,” and “antibootlegging” provi- 
sions were dropped from automo- 
bile franchise agreements in 1949. 

As a practical matter, however, 
most dealers still give exclusive 
representation to their respective 
manufacturers. The manufactur- 
ers are in a position to insist on 
this by virtue of one-year fran- 
chises and cancellation provi- 
sions. 

{See Hudson Sales Corp. v. Wal- 
drip, 211 F. 2d 268 (5th Cir. 1954). 
For other threats of cancellation 
situations see Boro Hall Corp. v. 
General Motors, 124 F. 2d 822 (2d 
Cir. 1942); Emich Motors Corp. v. 
General Motors, 181 F. 2d 70 (7th 
Cir. 1950); and Nelson Radio & 
Supply v. Motorola, 200 F. 2d 911 
(5th Cir. 1952).] 

Some manufacturers have re- 
verted to franchise agreements of 
one year’s duration such as were in 
use before 1920. The evidence is 
that this was done to evade the 
regulatory force of various state 
laws. About a dozen states now 
have laws designed to prevent auto- 
mobile manufacturers from abus- 
ing their dealers. 


Arkansas recently upheld the 
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validity of laws requiring the 

manufacturers show just cause 

on cancellation.) 

Manufacturers using these one- 
year franchises simply let the fran- 
chises of unwanted dealers expire. 
They thereby eliminate the possi- 
bility of a law suit based on “bad 
faith” cancellation. 

Other automobile manufacturers 
still use franchise agreements of 
indefinite duration. All of these 
franchises, however, are subject to 
cancellation on relatively short 
notice (10 to 90 days) “with or 
without cause.” 

* 


Franchises Have Spread 


To Many U. S. Industries 


ec one-year franchise agree- 
ments are also subject to can- 
cellation on relatively short notice 
(90 days) “at any time” or in the 
event the manufacturers become 
“dissatisfied” with the performance 
of certain dealers. 


It is not clear from the decided 
cases whether these latter type 
cancellation provisions require 
that the manufacturer must show 
“just cause” in the event a dealer 


[See Beiver Motor Car Co. v. 
Chrysler, 108 F. Supp. 948 (D Conn. 
1952) Cert. denied, 345 U. S. 942 
(1952); Myers Motors v. Kaiser- 
Frazer Sales Corp., 178 F. 2d 291 
(8th Cir. 1949); F. H. McClintock 
v. Truxell Sales & Service, 297 Mich. 
284, 297 N. W. 4938 (1941).] 

Since about 1900 the use of the 
franchise device has spread to 
numerous American industries. 

“In the past 40 years dealer fran- 
chises have spread from their in- 
conspicuous use between a few 
manufacturers and a handful of 

outlets to become the 
dominant type of contract in the 
distribution of such items as auto- 
mobiles, farm implements, electri<* 
cal appliances, tires, pianos, petro- 
leum products, radio, television and 
wallpaper. 


exchange for promises to promote 
and develop markets for the 
product.” 

{H. E. & D. Houghton, 
Marketing Policies (New York: 
McGraw-Hill Book Co., Inc., 1941) 

p. 73; Note, 63 Harv. Rev. 1010 


(1950) .] ; 
Based on a limited number of 


industry. 


tive franchise agreements were 
obtained from various sources.) 
+ * 


What Is Public Interest 


(Tex. Civ. ), 
121 S. W. 2nd 456 (1938); & 
ing Co. v. Coca Cola Co., 215 Wis. 
356, 237 N. W. 85; Fabbre v. Dardi 
& Co., 93 Cal. App. 2nd 247, 209 P. 
2d 91 (1949); & Brooks v. Sin- 
clair Refining Co., 139 F. 2d 746 


] 
Assuming that franchises similar 
to automobile franchises are in 
in various parts of the 


public interest? 

The public interest in automobile 
franchise issues: Defining the pub- 
lic interest as to the basic issues 


the type of economy best suited to 
meet the needs of the general pub- 
lic in the long run. 

The xortess needs of the 


(Continued on Page 25, Col, 1) 
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GM President Defends Corporation’s Setup .. . 





Full Curtice Statement to Probers 


Eprror’s Note: Following is the 
statement delivered by Harlow 
H. Curtice, General Motors presi- 
dent, before the Senate antitrust 
and monopoly subcommittee. It 
was entitled “The Development 
and Growth of General Motors.” 


I. Four Basic Reasons 


Underlying Our Growth 
. IS my understanding that the 

purpose of these hearings by 
your subcommittee is to make an 
economic study of General Motors 
Corp. and more specifically to seek 
out the reasons for General Motors’ 
growth. 

May I first make the point that 
the growth of General Motors has 
taken place principally over the 
past 35 years. This period coincides 
with that in which the policies and 
business of the corporation have 
functioned under the existing man- 
agement organization. 

In my opinion there are four 
principal reasons for our success. 
These are, first, the dynamic 

growth of our country; second, 
the even more rapid growth of 
the automobile industry; third, 
our management structure and, 
fourth, our approach to problems. 
It is obvious that our country has 
grown tremendously since the early 
1920s. To cite just one measure of 
growth, our gross national product 
has increased three-fold on a con- 
stant dollar basis. Actually, in terms 
of current dollars the increase has 
been from about 80 billion to a cur- 
rent rate of 395 billion. The country 
has grown and businesses of all 
kinds have grown. 

General Motors would have grown 
substantially over the past 35 years 
had it done no more than keep 


try. 
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OWEVER, the automobile in- 

dustry, and with it General 
Motors, has grown faster than has 
the country. Over the years our in- 
dustry has become an increasingly 
important factor in the economy, 
supplying the vital needs of trans- 
portation of goods and people. Its 
contributions to the nation’s ex- 
panding output of useful goods and 
services have become increasingly 
significant. 

General Motors has grown faster 
than has the automobile industry 
as a whole. Quite obviously, we 
have made things that people 
wanted, and people in increasing 
numbers have bought them. We have 
built up customer satisfaction in 
our products and, equally impor- 
tant, the constant improvement in 
our cars has created customer de- 
sire for the new model by making 
him dissatisfied with the old. 

As one newspaper expressed it, 
to find the reason for General 
Motors’ success it is necessary to 
“get out of the hearing room and 
into the show room. The reason 
GM is big is because people want 
to buy its products. The reason 

people want to buy its products is 
that they are good and they are 
priced right.” 

General Motors has been able to 
offer greater dollar values in its 
products, and at the same time it 
has been able to operate efficiently 
to provide dividends for its share- 
holders and substantial sums for 
reinvestment in the business. 

But, one may well ask why and 
how; and this brings me to what 
to my mind are the two funda- 
mental reasons for the success of 
General Motors. “a 


oo fall under the heading of 
what might be termed manage- 
ment philosophy. When this Gen- 
eral Motors philosophy was formu- 
lated in the early 1920s—and I 
might add that the credit for its 
formulation largely goes to one 
man, Alfred P. Sloan jr.—it was 
unique as applied to industry. That 
it is no longer unique is in itself 
evidence of its soundness. 

The first element of this philoso- 
phy has to do with organizational 
structure, the second with our ap- 
proach to problems. Both, of course, 
concern people—in fact, can only 
be put into practice by people. 

It is in this sense that in Gen- 
eral Motors we often speak of the 
importance of people, and stress 
the fact that it is people that 































































make the difference between one 
organization and another. 

In a more fundamental sense, 
however, the people of one organi- 
zation are more effective than those 
of another because the organiza- 
tional structure enables them to 
work as a more effective team and 
because the organization’s philoso- 
phy gives them a better approach 
to problems. 

Each of these two elements — 
organizational structure and ap- 
proach to problems — complements 
the other and each reinforces the 
other. Because of their importance, 
I should like to discuss each in 
turn. 
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II, Unique Organizational 


Structure 

oie FULLY appreciate the revo- 

lutionary nature of the organi- 
zational structure developed by Mr. 
Sloan in the early 1920s, it is neces- 
sary to appraise it in the light of 
conditions as they existed at that 
time. The business enterprise which 
the present management took 
charge of in 1921 had been put to- 
gether, beginning in 1908, by W. C. 
Durant, and it largely bore the 
stamp of his personality. 

Durant had genius as a creator 
and super-salesman. He was not an 
administrator and did not develop 
an effective organization. Twice 
under his administration the cor- 
poration was in serious financial 
difficulties—first in 1910 and again 
in 1920. 

Prior to 1921 there existed no 
real concept of sound manage- 
ment in General Motors. Opera- 
tions were neither integrated nor 
coordinated. There was no con- 
sistent policy with respect to 
product programs. Frequently 
poor judgment was exercised in 
making capital expenditures and 
establishing production schedules. 

The corporation did not have a 

properly developed research and 
engineering staff nor any sound 
concept of budgetary control. The 
central administration did not exer- 
cise adequate control over the 
operations of the individual divi- 
sions. 

There were wide variations in the 
competence of divisional manage- 
ments. In short, the corporation was 
unorganized and the individual 
units largely out of control. 

It is not surprising, therefore, 
that this (See Chart I) was the 
competitive picture in 1921 when 
the management changed and Mr. 
Sloan began to put into effect the 
policies with respect to organiza- 
tional structure which I will now 
outline. 

* * * 

VEN before the crisis of 1920 

materialized, Mr. Sloan was 
very conscious of the need in Gen- 
eral Motors for a new and clearly 
defined concept of management 
philosophy. He had observed that 
much time was being consumed in 
solving detailed administrative 
problems and in meeting the criti- 
eal situations which were con- 
stantly arising. 

He recognized that too great a 
concentration of problems upon a 
small number of executives limited 
initiative, caused delay, increased 
expense, reduced efficiency and re- 
tarded development. 

He realized that centralization, 
properly established, makes possible 
directional control, coordination, 
specialization, and resulting econo- 
mies. 

He also realized that decentrali- 
zation, properly established, de- 
velops initiative and responsibil- 
ity; it makes possible a proper 
distribution of decisions at all 
levels of management, including 
the foreman—with resulting flex- 
ibility and cooperative effort, so 
necessary to a large-scale enter- 
prise. 

His objective was to obtain the 
proper balance between these two 
apparently conflicting principles of 
centralization and decentralization 
in order to obtain the best elements 
of each in the combination. He 
concluded that, to achieve this bal- 
ance so necessary for flexibility of 
operation, General Motors manage- 
ment should be established on a 
foundation of centralized policy and 
decentralized administration. 

Mr. Sloan’s concept of the man- 


agement of a great industrial or- 
ganization, expressed in his own 
words as he finally evolved it, is 


“to divide it into as many parts as|— 


consistently as can be done, place 
in charge of each part the most 
capable executive that can be found, 
develop a system of coordination so 
that each part may strengthen and 
support each other part; thus not 
only welding all parts together in 
the common interests of a joint 
enterprise, but importantly develop- 
ing ability and initiative through 
the instrumentalities of responsi- 
bility and ambition — developing 
men and giving them an opportun- 
ity to exercise their talents, both 
in their own interests as well as in 
that of the business.” 

* * +. 

N PURSUANCE of that plan, 

(Chart II), each of the various 
operations was established as an 
integral unit under a General Man- 

ager. Then, those operations which 
had a common relationship were 
grouped under a group executive 
for coordinating purposes. These 
group executives reported to the 
president who was the chief execu- 
tive officer. 

To perform those functional ac- 
tivities that could be accomplished 
more effectively by one activity in 
the interest of the whole and to 
coordinate similar functional activi- 
ties of the different operating units 
and promote their effectiveness, a 
general staff, and in addition, 
financial and legal staffs, were 
established to operate on a func- 
tional basis. 

Over a period of years, the 
functions of the general staff have 
varied and have been expanded 
with business experience and 
changed conditions but within the 
framework of the general con- 
cept. Today, the general staff 
concerns itself with the following 
functions: Distribution, engineer- 
ing, manufacturing, personnel, 
public relations, research and 
styling. 

Since the adoption of the fore- 
going plan of organization, each 
staff vice-president has been a co- 
ordinating executive and has no 
direct authority over the operating 
units or their departments. With 
his staff he contributes to the de- 
velopment of better and more ad- 
vanced policies and programs within 
his functional area through re- 
search and study. 

Certain of these staffs cooperate 
directly with those departments of 
the operating units whose activities 
are in the same functional areas. 
This provides coordination for the 
divisional operations, which are sub- 
ject to local leadership and have 
local responsibility for functioning. 

These decentralized operations 
function under the overall jurisdic- 
tion of the board of directors and 
committees of the board of direc- 
tors which operate within the au- 
thority granted to them by the 
board of directors in the establish- 
ment of financial and operating 
policies. In addition, there were 
during the early period and subse- 
quently, certain advisory commit- 
tees or groups, the membership and 
functions of which have varied from 
time to time. 

7 a * 
DAY, General Motors has two 
principal committees of the 
board of directors —the financial 
policy committee, which is con- 
cerned with the financial and legal 
affairs of the corporation, and the 
operations policy committee, which 
deals primarily with the operating 

affairs of the business. 

There are two additional commit- 
tees of the board of directors, 
namely, an audit committee and a 
bonus and salary committee, con- 
sisting of directors who are not 
members of management. 

The membership of the financial 
policy committee includes, in addi- 
tion to three members of the man- 
agement, representatives of large 
stockholder interests, and men with 
broad experience in business and 
finance. This representation pro- 
vides a diversification of viewpoint 
and opinion. 

The operations policy commit- 
tee is made up entirely of mem- 
bers of the management of Gen- 
eral Motors Corp. Three of its 
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* * * 


members are also members of the 
financial policy committee. 

In addition, for several years past 
the corporation has had an admin- 
istration committee that functioned 
under the jurisdiction of the opera- 
tions policy committee. Its mem- 
bership includes all of the members 
of the operations policy committee 
and the general managers of repre- 
sentative divisions of the corpora- 
tion. 

The administration committee re- 
ports on the manufacturing and 
selling activities of the corporation 
and makes recommendations with 
respect to such operations. Assist- 
ing the administration committee 
are certain policy groups headed up 
by staff vice-presidents and group 
executives which consider and rec- 
ommend policies within their re- 
spective areas. 

+ * * 

N THE structure and function of 

a decentralized organization such 
as General Motors, no part can 
properly be understood and ap- 
praised separately from the whole, 
if that part is to be properly evalu- 
ated in relation to performance and 
efficiency. 

The major parts of the General 
Motors operations are its central 
office staff coordination and its de- 
centralized divisional operations. 
Necessarily, there must be continu- 
ing cooperation and exchange of 
ideas between these two groups and 
among the divisions. 

In the final analysis, it is this 
cooperative effort, properly stim- 
ulated and developed, which 
makes for maximum efficiency. 

The balance between decentral- 
ized operations, on the one hand, 
and coordinated control, on the 
other, varies according to areas. It 
also varies according to the tem- 
peraments and talents of execu- 
tives, and the way in which they 
work. 

While the relationships of phys- 
ical things are inherent in the busi- 
ness, it is men who establish and 
govern these relationships. The re- 
lationship between the central office 
staff and the divisional line opera- 
tions may also vary according to 
conditions and circumstances. 

In summary, the organization of 
General Motors Corp. under the 
board of directors consists of the 
financial policy committee and the 
operations policy committee, sup- 
ported by other committees and 
policy groups; staff operations; 
component product divisions; end 
product divisions, and service oper- 
ations; all headed up by staff ex- 
ecutives or general line officers who 
report to the chief executive officer, 
except for the executives in charge 
of the financial and legal activities 
who report to the chairman of the 
financial policy committee. 

oe * * 


yes two principal committees of 
the board pass on all major is- 
sues in the field of policy and ad- 
ministration. As already stated, the 
other committees or groups make 
reports and recommendations, serv- 
ing as a channel for the flow of 
information and advice through the 
central management, to and from 
the committees and the operations 
in the field. 

The group executive, through dis- 
cussion, counsel and advice, directs 
and coordinates the activities of his 
divisions. However, within the es- 
tablished policies of the corpora- 
tion and under the chief executive 
officer, the group executive has 
complete administrative authority 
over these divisions. 

Under the group executive, and 
within the framework of uniform 
policies and procedures, the gen- 
eral manager has full administra- 


tive authority over the operations 
of his division. 


The central staffs operate in 


It collects, evaluates and distrib- 
utes information, makes _ reports 
and recommendations and generally 
guides the operations within its 
policy area. It concerns itself with 
broad problems which I will deal 
with more specifically later. 

The engineering staff works on 
forward engineering policies and 
coordinates the product programs 
of divisions. It also concerns itself 
with long-range engineering proj- 
ects and developments. 

The day-to-day engineering work 
and the short-term engineering 
problems are handled by the engi- 
neering staffs of the manufactur- 
ing divisions, although they also 
undertake special long-range proj- 
ects both in their own interests and 
in the interests of the corporation 
as a whole. The engineering staff 
is also available to any division for 
advice and assistance. 

* * * 

— development groups of the 

engineering staff carry out en- 
gineering studies of new products 
and of new engineering develop- 
ments of existing products which 
are beyond the basic research stage, 
but are not sufficiently close to pro- 
duction to warrant test or final de- 
velopment by divisional engineering 
staffs. 

The engineering staff also oper- 
ates the General Motors Proving 
Ground. Here comparative tests are 
made of products of General Mo- 
tors and competitors to keep man- 
agement informed about our engi- 
neering progress and to assist the 
divisions in the fulfillment of their 
responsibility for the development 
and quality of General Motors 
products. 

The manufacturing staff under- 
takes technical studies and ex- 
perimental projects for the 
improvement of manufacturing | 
methods and facilities; the devel- 
opment of new processes for 
greater efficiency of operations, 
and the continuing quality im- 
provement of General Motors 
products. 

In addition it has the vital func- 
tion of planning ahead for the co- 
ordination and balanced in-flow of 
basic materials so necessary to the 
efficient operation of the corpora- 
tion’s facilities. In this connection, 
during the postwar period, this staff 
has searched for and located mate- 
rials in short supply for the divi- 
sions. 

The personnel staff assists in the © 
development of policy in the area — 
of employe relationships for all em- 
ployes. It develops and recommends © 
employe benefit plans, including 
safety, health and insurance pro- | 
grams of all types. 

This staff negotiates and is re- 
sponsible for the administration of 
national collective bargaining 
agreements with international labor 
unions. It also assists in the nego- 
tiation of local labor agreements. © 
At present, the corporation has sev-— 
eral national agreements and a 
large number of local agreements. — 

a ca a 4 


7S public relations staff assists 
in the development of policies 
and activities insofar as public re- 
lations aspects are concerned. | 
keeps management informed 
public attitudes and interprets Gen- 
eral Motors policies and actions to 
the public. It helps build good rela- 
tions in the various communities in 
which General Motors operates. — 
Divisions frequently consult with — 
this staff operation and utilize its — 
services in connection with theif — 


own public relations activities. om 

Two of the central office staffs © 
operate in an area in which theré ~ 
is no staff or departmental activity, 
as such, in the divisions. They are ~ 


the research and the styling staffs. ~ 
The research staff directs its ~ 
efforts primarily to the more fun- — 


damental studies which are the 


basis for long-range programs be- 
yond the immediate scope of divi- | 
sional operations. Fundamental | 


veloped new methods and new 
products. The staff also provides — 
(Continued on Page 19, Col. 1) * 
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advice and assistance to the divi- 
sions on current problems. 

The styling staff has the respon- 
sibility of creating and developing 
advanced styling for all products. 
It works with the divisions in pre- 
senting to management the product 
styling to be considered, not only 
for. the next model year, but for 
many model years ahead. 

All of our consumer products are 
re-styled annually. The leadership 
which General Motors enjoys in the 
market is due in a very large degree 
to the contributions made by the 
styling staff. 

The financial and legal staffs re- 
port to the financial policy commit- 
tee. There is no departmental area, 
as such, in the divisional operations 
in connection with legal activities. 
Similarly, the financial staff is re- 
sponsible for taxes, insurance and 
banking relationships for the cor- 
poration as a whole. 

The financial staff also assists 
the divisional operations and coor- 
dinates their activities in the finan- 
cial area, and it furnishes, super- 
vises and audits a general account- 
ing system which is the guide and 
control for all operations in reflect- 
ing and reporting their costs, ex- 
penses, reserves and profits. 

a ok * 


gucH a management concept pro- 
vides a continuous flow of ideas 
and information upward and down- 
ward through the management or- 
ganization, by means of reports, 
meetings and conferences of both 
staff executives and line executives 
at all appropriate levels. 

This results in mutual education 
and understanding with respect to 
the authority, responsibility, objec- 
tives and purposes of management 
at all levels from the foreman to 
the chief executive officer. It pro- 
vides interpretation and under- 
standing of policy and procedure 
as it is or may be established or 
changed. 

It produces an upward flow of 
information with respect to situa- 
tions arising in operations, full 
knowledge of which is necessary if 
appropriate changes in policy or 
procedure are to be accomplished 
intelligently and promptly. 

It provides maximum initiative 
at every managerial level and at 
every point requiring administra- 
tive judgment, by the men closest 
to all the facts of the situation 

having full responsibility for their 
decisions. 

Finally, it makes possible accu- 
rate and prompt appraisal and eval- 
uation of the contribution of the 
individual executive at every level 
of management, and of the con- 
tribution as well of every divisional 
organization and staff operation. 

Although for many years this 
form of decentralized industrial 
management was identified pri- 
marily with General Motors, in 
more recent years decentralized 
management has been adopted by 
other large industrial companies. 


The success of General Motors is 
the proof of the soundness of this 
management philosophy and its ef- 
fectiveness in its application to a 
large industrial organization. Testi- 
fying to this has been a growing 
consumer preference expressed in 
the purchase of General Motors 
products. 


III. The General Motors 


Attitude of Mind 


New we come to the second 

fundamental reason for the 
success of General Motors—our ap- 
proach to problems. It is really an 
attitude of mind. It might be de- 
fined as bringing the research point 
of view to bear on all phases of 
the business. 


This involves, first, assembling 
all the facts; second, analysis of 
where the facts appear to point, 
and third, courage to follow .the 
trail indicated even if it leads 
into unfamiliar and unexplored 
territory. 

_ This point of view is never sat- 
isfied with things as they are. It 


Situ 


assumes that everything and any- 
thing—whether it be product, pro- 
cess, method, procedure or social 
or human relations—can be im- 
proved. 
I have tried to think of a single 
term to describe this attitude, 
and I think perhaps the closest 
is the inquiring mind. 

It may appear to be boastful, but 
I truly believe that in General Mo- 
tors we have developed to a unique 
degree this attitude of the inquir- 
ing mind. We are always seeking 
ways to make things better and do 
things better. In fact, as you may 
know, we have long had a slogan, 
“More and better things for more 
people.” 

* * 


* 
IV. The General Motors 
Philosophy in Action 
S I remarked earlier, the two 
elements of our management 
philosophy complement each other. 
The organizational structure devel- 
oped by General Mtotors made pos- 
sible and nurtured the growth of 
the inquiring mind at all levels of 
management. It has encouraged a 
cross-fertilization of ideas. 
Oftentimes it is not immedi- 
ately apparent where a new de- 


or the divisions made the major 
contribution that resulted in its 
acceptance. 
Let us see what the application 
of this approach has accomplished 
* * + 
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1955, 


over the years in various phases| stood picture of the financial re-| the General Motors Dealer 


of the business. 


1. Building Dealer 
Organization 


does not usually associate 
the research attitude with 
dealer relationships. Actually, this 
is one of the most important areas 
in which the cultivation of the in- 
quiring mind has contributed to 
the success of General Motors and 
its dealers. 

Prior to 1921, the general wel- 
fare of the dealer organization 
was not of major concern to au- 
tomobile manufacturers. Little 
effort was made to consider 
dealer 


dealer was given little guidance 
as to his location, his facilities 
or the operation of his business. 
In the early 1920’s the vital im- 
portance of having a _ successful 
dealer organization began to be re- 
cognized by General Motors, and 
steps were taken to consider the 
problems of the dealers from a 
scientific viewpoint. 
* *” * 
As a result, General Motors in- 
stituted the first of many poli- 
cies designed to coordinate produc- 
tion with customer demand and to 
assist the dealer in operating an 
efficient and successful business, 
These included: 

1. Ten-day reports by the 
dealer of his current stock and 
sales of new. and used cars and 
monthly projections of his esti- 
mated stock and sales of new 
cars for the next three months. 
The purpose of these reports and 
forecasts was to assist the dealer 
in balancing his inventories and 
to guide General Motors in its 
scheduling of production to meet 
customer demand. 


sults of his business and thus foster 


dealer sales and 
sonnel. 


4. Assistance to the dealer in the 
design and effective arrangement 
of his physical property. 

These studies, begun in the 1920's, 
did not terminate with that era 
but rather became a part of the 
permanent General Motors pro- 
gram: to improve its distribution 
system and its dealer organization. 


* * * 


prt of this program was the 
development of an owner serv- 
ice policy for the benefit of the 
dealer and his customers. In ad- 
dition, every assistance was ex- 
tended to the dealer in satisfying 
owner complaints. 

Some prospects for General 
Motors franchises, otherwise well 
qualified, lacked adequate funds. 
To provide supplemental capital 
not available from other sources, 
General Motors established what 
is now known as its Motors Hold- 
ing division. This division pro- 
vides capital for dealers who 
qualify by experience and ability 
as operators. 

By means of an automatic pur- 
chase provision in their agreement 
with the division these dealers 
must.use earnings currently to re- 
pay the advance by General Mo- 
tors. In other words, the capital 
provided by General Motors is of 
a temporary nature. 

During the 26 years of its exist- 
ence, Motors Holding has enabled 
752 dealers to acquire their own 
businesses. Today there are 335 
dealers, or less than 2 percent of 
our dealer body, receiving assist- 
ance under this plan. Currently, 
the buy-out time is averaging two 
years and 10 months. 

an of visits to 


outgrowth 
2. A practical accounting system; dealerships by top GM executives 


to give the dealer an easily under- 
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in the late 1920’s and early 1930's, 
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Coun- 
cil was established in 1934. The 
council was organized to provide 
a regular program of dealer 
meetings with top management 
for an exchange of viewpoints on 
the - business, on policies and on 
operations. 


In 1938 the General Motors 
Dealer Relations Board was estab- 
lished. This board set up a pro- 
cedure for appeal by any dealer to 


the highest officers of General Mo- . 
tors whenever the dealer felt that 


he was being unfairly treated by 
a division. 


* * > 

INCE the 1920’s both the central 

office and the divisions have 
conducted continuing research into 
the broad problems related to the 
marketing of our products. The 
large and constantly expanding 
metropolitan areas have been given 
special study. 

This 


and location of dealerships in 
metropolitan areas to insure a 
sound profit opportunity for the 
dealers over the entire business 
cycle including both good years 
and bad. 


Shortly after our entrance into 
World War II, when by Govern- 


ment order all production of auto- . 


mobiles was terminated, all our 
dealers were heartened by a spe- 
cial message from General Motors 
which included: 

1. An offer to buy back the 
dealer’s stock of new cars, parts 
and accessories. 

' 2. Preferential considera- 
after 


business. 

3. A special allotment of new 
cars for two years following re- 
sumption of new-car production 
after the war to those dealers who 
continued to serve owners of Gen- 
eral Motors cars and trucks during 
the war period. 

* = aa 

P= those difficult war years 

leadership and stability were 
afforded the dealer o by 
General Motors. To the extent per- 
mitted under Government regula- 
tions, functional parts were manu- 
factured and made available to 
dealers. This enabled the dealers 
to render a very constructive serv- 


ice in keeping the automotive 
system of America 


transportation 
rolling. 

Since the war, the enormous 
increase in car ownership and 
the technological advances made 
in our pi as auto- 
matic 
pression engines, power steering, 
power brak emphasized a 


es—has 
great need for additional 
mechanics. 
To fulfill this need, General 


trained 
tors in 1953 undertook the 
lishment of 30 service training 
centers strategically located across 
the nation, all of which are now 
in operation. 

These training centers are fully 
equipped and manned by 
ly trained instructors to give 
specialized training to dealer me- 
chanics. In the first 10 months 
of 1955, we had an attendance 
of over 83,000 and in 1956 we 
expect an attendance of over 


250,000. 

Pioneered by General Motors, 
this is an entirely new approach 
to customer service. It represents 
an outstanding contribution to the 
progress of General Motors dealers 
and the satisfaction of their cus- 
tomers. ‘ 

= = a 

OUGHOUT the years since 

the early 1920’s General Motors 

has continually changed its selling 

agreements to improve its relation- 

ships with the dealer organization. 

The following are some of the 

more important changes in the sell- 

ing agreement that have evolved 
over the years: 

1. In the event of a price re- 
duction, either on current models 
parable new models, 
the dealer is reimbursed for the 
difference between the old 
new price on new cars in stock 
when the price change is made. 

2. A price allowance is made in 
the event the dealer has on hand 
at the time of new-model an- 
nouncement more than 3 percent 
of the cars purchased in the prior 
model year. It is interesting to 
observe that for 1955 the carry-over 
amounted to only 7/10 of one per- 
cent of the passenger cars pur- 
chased by our dealers in the United 

(Continued on Page 20, Col. 1) 
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one billion dollars in 1954 and 1955. 
This was at a time when many 
people were dubious about the eco- 
nomic outlook. In fact, there was 
much talk of a coming recession 
with mass unemployment. 

* * * 








(Continued from Page 19) 


States. This is an average of less 
than 1% cars per dealer. 

3. The dealer has the right to re- 
turn any purchased parts or ac- 
cessories within 30 days from the 
day he received them. 


taxes of over $5 billion, after de- 
ducting over one billion dollars of 
owners’ salaries and bonuses. Their 
investment has grown from $249 
million in 1940 to over $2.2 billion 
today, largely from _ reinvested 
earnings. 

































4. To protect the dealer against 7 e r A§ IS often the case, our pro- 
loss from obsolescence on his 2. Planning to Meet oo has grown. oe 
parts inventory, he may return at o was increase - 

"- . Customer Needs lion dollars, and last June we an- 


nounced plans for additional capi- 
tal expenditures of 500 million 
dollars. 

When this program is completed, 
General Motors will have expended 
in the United States and Canada 
alone $4 billion for capital invest- 
ment since the end of World War 
II. This is in addition to very 
substantial expenditures each year 
for special tools, dies, jigs and fix- 
tures specifically applicable to new 
models. For General Motors to 
bring its 1955 models to market re- 
quired an outlay of $600 million. 


General Motors capital expend- 


T was recognized very early that 

doing a good job for customers 
requires constant and aggressive 
exploration of what their needs, re- 
quirements and preferences are 
likely to be in the future. The in- 
quiring mind must search ahead. 

General Motors’ continuing stu- 
dies produce guide lines that help 
importantly to determine our fu- 
ture planning of capacity, our cur- 
rent rate of production and our 


approach to product development. 
+ * * 


up to 2 percent of his previous 


year’s purchases. 

5. A dealer is enabled to arrange 
for a son or son-in-law who is ac- 
tive in the business to succeed him 
in the event of death or incapacity. 

6. Seling agreements now have 
a@ specified expiration date and any 
interim terminations by a division 
are limited to causes stated in the 
agreement. Previously, selling 
agreements could be terminated by 
either party without cause on rel- 
atively short notice. The dealer 
still can terminate the present 


Market and Economic 
agreement on 30 days’ notice. 
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GENERAL MOTORS CAR DIVISION DEALERS 
12 Months 1940 Compared with 9 Months 1955 






NUMBER OF G.M. DEALERS —END OF PERIOD 





1940 17,044 


(9 Mos.) 


1955 16,957 


wie RETAIL SALES OF CARS & TRUCKS —UNITS 


1940 1.8 MILLION 


(9 Mos.) 


3.2 
1955 MILLION 


TOTAL DOLLAR SALES 
YEAR 





1940 AAMT $3,106 MILLION 
(9 Mos.) $13,490 
eee 


vEAR NET PROFIT BEFORE TAXES 





7. The seling agreement speci- 
fies certain obligations by the di- 
vision to the dealer upon termin- 

such as: 

a. An additional quantity of new 
cars to fill bona fide retail 
orders. 

b. Repurchase by the Division of 
new cars, specified parts and 
accessories, and signs and 
tools. 

ce. Specified compensation for loss 
on leased or owned premises. 

8. Not included in the present 

Agreement is an offer which was 
in effect during most of the 1955 
model year, and was designed to 
protect General Motors dealers 
against bootlegging. This offer 
committed General Motors “.. . to 
repurchase, or to arrange for the 
repurchase by other General Mo- 
tors dealers in other areas, at the 
respective prices paid by the orig- 
inal purchasing, authorized distri- 
butors or dealers, any such new 
and unused passenger cars that 
might be considered excess supply.” 
* *~ * 


is interesting to compare the 

data for dealers of GM car di- 
visions for nine months of 1955 
with 12 months of 1940, the last 
normal prewar competitive year, as 
shown on Chart III. 

1. Today, the dealer body num- 
bers 16,957, compared to 17,044 
in 1940. 

2. Dealer sales are three million 


200 thousand units, up one million 


400 thousand or a 77 percent in- 
crease. 

3. Dealer total dollar sales are 
$13,490,000,000, up more than $10 
billion, or an increase of 334 per- 
cent. 

4. Dealer profits before 
taxes are $414 million, up from 
$72 million for the full year of 
1940. This is an increase of $342 
million, or 476 percent. 

5. Dealer net profits before taxes 
were 3.07 percent of total sales, 
compared with 2.31 percent for 
1940. 

Chart IV shows a comparison for 
1953 of return on net worth of GM 
dealers with the return on net 
worth of 12 other retail businesses, 
based on information published by 
Dun & Bradstreet. 


+ cd * 

os six of these retail busi- 

nesses had a higher and six a 
lower return on their sales than 
GM dealers, the investment turn- 
over for GM dealers was _second- 
highest, and therefore the GM 
dealer return on net worth was the 


highest for any of the thirteen 
types of retail businesses. 


Chart V shows a similar com- 
parison of return on net worth 
for 1954. Here again, while the 
return on sales of 10 other busi- 
nesses was higher than that of 
GM dealers, the investment turn- 
over of GM dealers was second- 
highest, and therefore the GM 
dealer return on net worth was 
exceeded by only one other 


group. 

Many dealers have held GM fran- 
chises over a long period of time, 
as shown on Chart VI. 

Over two-thirds of the dealers 
who were active at the end of 
World. War II are still active. I 
should also like to point out that 
durin g the postwar perioc?, GM 
dealers have had profits before 









Research 


RRENT and long-range mar- 
ket trends are studied con- 
stantly to help us distribute our 
products where and as they are 


itures, of necessity, will continue 
at a substantial rate, both to 
keep our facilities and products 
modern and to assure General 
Motors adequate capacity to keep 
1955 
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ae 
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needed. 

Our long-range research con- 
cerns itself with the basic long- 
range trends of our dynamic 
economy: population trends and 
shifts; age and income group 
make-up of our future popula- 
tion—in short, what demands are 
going to be made upon us in 
terms of quantities of products 
and what capacity should be pro- 
vided and where, to meet these 
long-range demands. 


Such long-range planning made 
it possible as early as the twenties 
for General Motors to determine 
where new plants should be estab- 


lished to best serve markets. 


It is essential to the health and 
success of any business to act 
courageously when the economic 
facts indicate the need for raising 
its sights. For example, before the 
end of World War II our research 
indicated that postwar demand for 
automobiles and all our products 
would rise substantially. This was 
at a time when many economists 
were predicting a postwar depres- 
sion with at least eight million un- 


employed. 

We did not share this gloomy 
view and in 1943 announced a 
$500 million postwar expansion 
program. Actually our capital in- 
vestment expenditures for the pe- 
riod 1946-1953 came, not to $500 
million, but to $2 billion dollars. 


You may recall that early in 1954 
General Motors announced a for- 
ward program of capital expendi- 
tures calling for Fg outlay of about 

7% « 


a 
4) “to 


pace with our appraisal of the 
normal growth of the market for 
the corporation’s products. 


Many other corporations are also 
investing substantial funds in new 
facilities—and for the same rea- 
sons. The country’s productive 
plant has grown substantially since 
the war, and economic activity has 
continued at a high level. 

General Motors has also helped 
increase vitally needed capacity in 
a basic industry—the steel indus- 
try—by advancing funds to certain 
producers to assure expansion of 
steel producing facilities. 

This additional increase in their 
overall steel capacity which our 
funds made possible has been of 
benefit to all steel users—as have 
the increases resulting from other 
expansion programs in the indus- 
try. 


* ® * 


Customer Research 


E PLAN ahead to meet cus- 

tomer needs in still another 
way, and here the term “inquiring 
mind” is particularly appropriate. 
I refer to our research in consumer 
attitudes and preferences as re- 
gards the product. 

General Motors began to study 
customer preferences in the early 
1920s. By 1932 this activity had 
grown to such an extent that it was 
established as a separate staff—the 
customer research staff. 

Each year the GM customer 
research staff seeks the views of 

as many as 2% million customers 
—competitors’ as well as ours—on 








CHART Ill 


* * * 


overall appearance, performance, 
size, comfort, details of design 
and construction and special fea- 
tures in the cars they drive. Simi- 
lar studies are undertaken with 
regard to household appliances. 

In these studies we seek to de- 
velop information on what the pub- 
lic likes—and do more of it—and 
what it dislikes—and do less of it. 

Past experience in the industry 
has demonstrated only too well 
what happens when a new model is 
not in tune with people’s ideas of 
what cars should look like and 
what they should offer in terms of 
performance and comfort. 

* 


Styling 
Our experience is that it defi- 
nitely pays to listen to the cus- 
tomer. A car has to be appealing 
in every sense in order to hold or 
improve its competitive position on 
today’s market. 

Over the years appearance has 
become an increasingly important 
factor. 

General Motors pioneered in 
making cars more pleasing in ap- 
pearance. 

In the early 1920s the body manu- 
facturer designed and built the 
body. The car divisions designed 
and built the chassis, including the 
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front end and the fenders. Each 
division, of course, was concerned 
with appearance, but there was no 
integration of overall design. 


It was for this reason that Gen- 
eral Motors in 1927 established a 
central styling section. 

* * * 

= THEIR task of trying to cre- 

ate the more graceful and pleas- 
ing automobiles that customers 
wanted, the stylists encountered 
many engineering problems. Early 
cars were high and top heavy. This 
was because rear-seat passengers 
were seated over the rear axle. 

Based on the information that 
flowed in through thousands of re- 
plies to our customer research sur- 
veys, from the dealer organization 
and from our styling surveys, Gen- 
eral Motors progressively rede- 
signed its cars. 

Passengers were cradled in the 
space between the two axles. Cars 
were lowered and lengthened and 
the passenger compartment made 
wider—providing room for six pas- 
sengers and improving both com- 
fort and safety. Ample luggage 
compartments became an integral 
part of the body of the car. 

Another development im por- 
tant to the styling of cars was 
the introduction by General Mo- 
tors of Duco paint in 1923. This 
development opened for the styl- 
ists a wide range of colors and 
subsequently color combinations. 

The practice of painting the top 
a different color from the body or- 
iginated before the war. Another 
development which clearly indicates 
the need for keeping a close watch 
on popular trends occurred in early 
1953. 

Through our divisions we noted 
a trend on the part of many of our 
dealers to repaint other parts of 
the car in bright tones to give them 
a mark of individuality. We de- 
cided to find out whether this was 
a new trend in public taste, so in 
our 1953 Motorama our “dream” 
car bodies were painted in bright 
two-tone combinations. 

The reception was so enthusiastic 
that we immediately began produc- 
ing cars in these bright two-tone 
colors. That trend is now followed 
by the entire industry. 

* * * 


Ol developments in the field 
of styling leadership included 
the divided windshield and thin 
corner pillars, the sloping nonglare 
windshield, the curved rear win- 
dow, the extended front fender, the 
wrap-around bumper and the one- 
piece, curved glass windshield. 
Following these, General Motors 
pioneered one of the most outstand- 
ing developments of recent years— 
the two-door and four-door hard- 
tops. These cars set new style 
trends, the impact of which will be 
(Continued on Page 21, Col. 1) 
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felt in the industry for years to — into a more effortless 


come. 


‘uture. 


In the interest of increased We have learned through con- 


vision 
well as improved 
General Motors developed 
panoramic windshield with the 
post pillars moved back out of 
the line of vision. 

The panoramic windshield was 
long in development and studied 
very closely for public approval 
before it was introduced on our 
production models. 

Immediately after World War II 
our _stylists and engineers began 
working seriously on the problem. 
Of great assistance to us in solving 
problems of optics involved in 
curved glass was the late Adelbert 
Ames, research professor of physi- 
ological optics at Dartmouth Col- 
lege. 

The panoramic windshield was 
displayed to the public for the 
first time in 1951, in an experi- 
mental car we called Le Sabre. 
This car travelled thousands of 
miles on public exhibition in this 
country for three years. 

We introduced the panoramic 
windshield on our production mod- 
els for the first time in 1954. Public 
acceptance was immediate and fa- 
vorable. That is why it was copied 
immediately by the entire industry. 

om + * / 

a MOTORS origisiated 

the idea of building “experi- 
mental cars to pretest of our 
design thinking om the /public. The 
first such “dream” cag’ was Buick’s 
Y-Job built in 1938&.“It showed the 
public for the frfst time the idea of 
extending ted fender through the 
front doog~and thus integrating it 
with the“body. 
“dream cars,” 
shown at annual General Motors 
Motoramas and at state fairs, in 
dealer shows and display rooms, 
are seen by literally millions of peo- 
ple. Their reactions, both likes and 
dislikes, are tabulated as an indi- 
cation of possible future trends. 
These studies play a most impor- 
tant part in future design planning. 

It was in this way, for exam- 
ple, that a “dream” station wagon 
“caught on” with the public and 
was put into production as the 
Chevrolet Nomad and the Pon- 
tiac Safari. The Chevrolet Cor- 
vette, America’s first mass-pro- 
duced sports car, also originated 
in the same way. 

A “dream” truck, the Universelle, 
displayed at the 1955 Motorama, is 
scheduled for production next year 
because customers told us they 
want it. 


The development of the experi- 
mental or “dream” car idea has 
been invaluable to our product 
planning. We have learned that the 
customer can give a much more 
concrete evaluation of his likes and 
dislikes if he is permitted to see a 
“sample.” The practice is now 
widely copied in the industry. Many 
in this industry have learned that 
it is extremely hazardous to put 
into mass production their best 
guess as to what the public wants. 

* * * 

ENERAL MOTORS has also 

studied and sought to antici- 
pate public wants in many other 
fields. In 1935 the General Motors 
styling staff designed a railroad 
passenger train, the City of San 
Francisco, which set the pattern 
for passenger train design for the 
next 10 years. 

In 1947 the General Motors “Train 
of Tomorrow” again revolutionized 
passenger train design with its 
Astra-domes, variable floor levels 
and other new features. Buses, 
trucks, earth movers and even the 
packaging of our service parts have 
been given improved appearance 
by the stylists. 


In the household appliance field, 
the inquiring minds of General 
Motors stylists have been active, 
too, designing not only the refrig- 
erators and washers of today, but 
the modular Holiday Kitchen for 
next year, and the “Kitchens of 
Tomorrow” for the housewives’ 
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and resulting safety, as |Stant study that customer tastes 


are continually changing and that 


the | What customers like today, they 


may not like tomorrow. 


Their tastes are reflected most 
quickly in the market place. That 
is why General Motors designers 
make it their business to antici- 
pate customer desires and prefer- 
ences for the cars, trucks and 
household appliances not only of 
tomorrow, but in the years ahead. 

* * * 


3. Automotive Research 
And Engineering 
Developments 


No, let us consider the appli- 
cation of the inquiring mind to 
research and engineering as it 
affects the General Motors product. 
Since; we are primarily in the auto- 
motive business, let us first con- 
sider the motor car. 

At every stage in the develop- 
ment of. the automobile there have 
been people who have declared, 
“This is it. This is the ultimate. 
We have gone as far as we can 
go.” As far back as 1912 one manu- 
‘facturer published an advertise- 
ment which proclaimed: 


“MY FAREWELL CAR ...I 
do not believe that a car mate- 
rially better will ever be built.” 


It is hardly necessary to make 
the point that General Motors has 
never subscribed to this theory, 
which can only lead to ultimate 
failure. 

However, I would like to docu- 
ment some of the multitude of de- 
velopments—products of the inquir- 
ing mind—which have contributed 
so largely to making the automo- 
bile the comfortable, safe, depend- 
able and economical means of 
transportation that has revolution- 
ized life as Americans live it today. 

* * * 


Transmissions 


AN OUTSTANDING example of 
the inquiring mind in action, 
never content with today’s product, 
always seeking a better product for 
tomorrow, is provided by the story 
of transmission development in 
General Motors. 

This story is more fully under- 
stood if for background purposes 
you refresh your memory of the 
transmission in the American auto- 
mobile as it used to be. 

The very early automobiles 
were equipped with crude plane- 
tary type transmissions of highly 
doubtful life and reliability. They 
were entirely unsuitable and had 
to be abandoned as the engine 
horsepower increased from 8 or 
10 to 20 or more. 

The hand-shifted, sliding gear 
|transmission then became the 
standard type. This transmission 
required a highly skilled driver to 
manipulate it. Intricately timed 
double clutching was necessary in 
downshifting and accurately 
gauged waiting with the clutch 
| pedal depressed was needed for 
upshifting. 

Slipping the clutch when start- 
ing the car required good judgment 
and skill to prevent a jerky start 
or, on the other hand, the burning 
of the clutch. 

of 


* * 





'W‘HE first relief in this situation 
appeared in 1928 when Cadillac 

developed and introduced the Syn- 

chro-Mesh transmission. 

This transmission eliminated all 
difficulties in shifting gears, both 
up and down, as long as the driver 
kept the clutch released while 
shifting. Many people who never 
had acquired skill with the old 
transmission now became proficient 
drivers. , 

This development was in use 
throughout the General Motors line 
by 1932 and all competition quickly 
followed suit. The buyers of all new 
American cars could now forget the 
sound of clashing gears. 

This was indicative that driving 
could be made easier, but in the 
eyes of General Motors manage- 
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ment it did not represent nearly 
enough improvement. 


In talking to the General Mo- 
tors technical committee in 1929, 
Mr. Sloan made the following 
statement and I quote, “We must 
remove the consciousness of the 
transmission and clutch from the 
driving habits of General Motors 
car owners.” 

This was the signal to proceed 
with extensive development of the 
transmission. A central office trans- 
mission development group was 
assembled to undertake work on 
automatic transmissions. 


Eventually a semiautomatic type 
was developed. Oldsmobile pio- 
neered its commercial application 
in 1937. 

The shifting of gears by hand 
was now eliminated. The clutch 
pedal was no longer required ex- 
cept for starting and stopping the 
car. A great step forward in sim- 
plifying driving had been accom- 
plished. 

Two years later, in 1939, the revo- 
lutionary Hydra-Matic transmis- 
sion, another General Motors first, 
was introduced—also by Oldsmo- 
bile. It was adopted by Cadillac in 
1940 and by Pontiac in 1947. 

This transmission eliminated the 
clutch pedal and provided auto- 
matic gear shifting. Over seven 
million of these transmissions have 
been installed in American cars. 


* * * 


y= this development was 
making its impact on the mo- 
toring public and competitive man- 
ufacturers, the expected followup 
by all of the industry was inter- 
rupted by war. 

In General Motors, however, the 
inquiring mind continued to func- 
tion and at an ever-accelerating 
pace. In transmissions the target 
was the military vehicle. A Hydra- 
Matic transmission was quickly 
modified for use in army tanks and 
armored cars. 


Our Detroit Transmission divi- 
sion, with its newly acquired 
production skills, was in a good 
position to equip the M-5 twin 
Cadillac light tanks with this 
automatic drive, providing our 
American forces with -highly 
maneuverable armored vehicles 
for the African invasion. 


The drive also greatly increased 
the safety factor for the crew. It 
was no longer necessary to stop 
the vehicle to shift gears. The 
Chevrolet T-17 armored car was 
next equipped with Hydra-Matic 
and also saw early combat service 
in North Africa. 

The Army engaged many engi- 
neering organizations to work on 
the problem of developing suitable 
automatic transmissions for me- 
dium and heavy tanks. General 
Motors, with its previously acquired 
automatic transmission background 
and its well-organized engineering 
and production network of divi- 
sional and Central Office groups, 
was the only organization able to 


Ca 


| make 


* x * 


In a remarkably short space 


* * * 


a contribution in this area.|own sheet-metal technique. Gen- 


eral Motors now had a full line of 


of time it came up with the tank | automatic transmissions for its five 
Torqmatic transmission. This new | makes of cars. 


transmission was first used on 


the T-56 Hellcat tank destroyer | of its competitors, General Motors - 


developed and built by Buick. 

As the war continued, new mod- 
els of tank transmissions were de- 
signed and readied for production. 
It was a cooperative effort in which 
engineers of Central Office and 
Buick participated. | 

These were known as the “cross- 
drive” type. They utilized a new 
steering mechanism and a new 
transmission, and, for the first 
time, combined the steering mech- 
anism and brakes within the trans- 
mission. 

~ * * 

S barriem cross-drive design became 

the postwar standard for all 
American armored vehicles. When 
Buick resumed peacetime opera- 
tions, Allison division took over 
this project and began turning out 
the limited quantities required by 
the Army. 

Allison subsequently became the 
design agency for Ordnance trans- 
missions and made many. impor- 
tant contributions to their further 
development. During the Korean 
emergency it resumed quantity 
production. 

When Army demands exceeded 
Allison’s production capacity, Buick 
with its previously acquired auto- 
matic transmission know-how was 
able to share the responsibility of 
mass producing cross-drive trans- 
missions. 

After World War II the inquiring 
minds of General Motors research 
men and engineers centered once 
more on commercial products. 

H-wever, we were not content 

just to improve what we had. We 
undertook to expand our leader- 
ship in the field of automatic 
transmissions for passenger cars. 
The result was the introduction 
of the Buick Dynafiow in 1948. 
This was the first torque con- 
verter type transmission ever de- 
veloped for a passenger car in 
quantity production. 

Buick’s introduction of Dynaflow 
created a sensation in the industry. 
The American public now could 
experience a new sense of smooth- 
ness and flexible performance never 
before enjoyed in driving. 

The engineering of Dynaflow was 
an outgrowth of many years of 
study of hydraulics in the labora- 
tories of the General Motors engi- 
neering staffs. Certain manufac- 
turing ideas came from our Fabri- 
cast division, highly skilled in plas- 
ter-paris mold, precision aluminum 
castings. 

Dynaflow development is an illus- 
tration of the coordination of effort 
that characterizes the relationship 
between Central Office and the 
divisions. 

* * * 


| 1950 a similar type of trans- 


In 1949, at the request of some 


agreed to sell its Hydra-Matic to 
other members of the industry. 
Sales were made to Lincoln, Hud- 


son, Nash, Kaiser-Frazer and ~ 


Willys, thus providing them with 
this additional feature for their 


proven features 
of both types of General Motors’ 
designs developments. 


Subsequent improvements in Gen- 
eral Motors transmissions followed. 
In 1953 Buick brought out the Twin 
Turbine version of 5 
which provided better acceleration 
and economy. Chevrolet, in 
same year, added an 
operated low range to Powerglide. 

In 1955, Buick made a most im- 
portant advance by introducing the 
variable pitch Dynaflow. It pro- 
vided new cruising economy, to- 
gether with superior performance 
at full-throttle operation by chang- 
ing the blad angle inside the torque 
converter, just as the airplane pro- 
peller blade is changed in General 
Motors variable pitch propellers, - 

For 1956, Buick’s variable pitch 
has acquired another power fea- 
ture, “Double Regeneration,” which 
again substantially improves per- | 
formance and economy. 

* ea * 


A COMPLETELY new Hydra- 
Matic automatic transmission 
is being offered for 1956. It oper- 
atés by controlling the liquid level 
in the fluid coupling transmitting 
the drive. It results in «greater 
smoothness of gear ratio changing. 
This development is an outgrowth 
of a principle used in the super- 
charger drive developed by Allison. 
This is another example of how, 
through the interchange of tech- 
nical information between divi- 
sional and central staff engineering 
organizations, developments can 
find their way so quickly into new 
applications in other fields. Every 
General Motors division avails it- 
self of the information and engi- 
— know-how of our central 
staff. : 


parallels the passenger-car story. 

In 1948 a greatly improved torque 
converter design known as the Gen- 
eral Motors V-Drive was intro- 
duced. 

Meanwhile, the Hydra-Matic 
made its appearance in light-and- 
medium - weight General Motors 


mission—Powerglide—was intro-'| trucks and buses. It also was ap- 


duced by Chevrolet, utilizing its | 
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“For Amoco, the motorist is our market—a market on wheels 
—and outdoor advertising is the most direct and timely means 
of reaching motorists . . . when they are driving—actually 
using gasoline and oil—and when it is easy to drive in and fill 
up with Amoco. That’s why we, at Amoco, have used Outdoor 
for the last thirty years—and why it is today our major 
medium.” 
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figures show that in a typical market 93% of people SEE OUTDOOR 
—Average person sees it 22 times per month. POLITZ study shows 
average “exposure time” per person is a solid 32 seconds. Outdoor 
gives you greatest circulation at lowest cost—15c per 1000, in 
average national campaign. ica as 
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proved and accepted by the Army, 
which ordered sizeable numbers of 
this unit for postwar trucks of 
medium weight. 

The heavy duty diesel engine 
truck lacked a suitable transmis- 
sion until General Motors Truck 
and Coach, in 1954, brought out an 
automatic drive based on a new 


‘engineering principle. It was called 


the twin Hydra-Matic. 

The design produces an auto- 
matic seven-speed combination out 
of two standard four-speed Hydra- 
Matics by using a novel differential 
input gear drive. This was what 
the diesel engine highway haulers 
needed, for it provides automati- 
eally the proper selection of closely 

gear ratios which previ- 
ously had required constant manual 
shifting. ea 


BNERAL MOTORS also has 

made considerable progress in 
developing torque converter type 
heavy-duty transmissions for road 
building machinery and off-high- 
way trucks. Our Euclid tractors, 
scrapers and dump trucks are 
equipped with Allison-built auto- 
matic transmissions, the type 
known as the Torqmatic. 

These transmissions embody 
another new, important safety 
feature, known as dynamic brak- 
ing, which absorbs the heat of 
deceleration directly in churning 
oil. 


This provides an important ad- 
junct to conventional braking sys- 
tems with limited heat capacity by 
insuring good braking ability even 
on the steepest of grades. The Alli- 
son Torqmatic also is being used 
in self-propelled rail-car installa- 
tions. 

I have tried to cover briefly our 
contributions in the field of auto- 
matic transmissions. 

I am very proud of our record, I 
cite it as a vivid example to show 
that an important part of the suc- 
cess of General Motors results from 
the inquiring mind and more spe- 
cifically from the intermeshing of 
a multitude of inquiring minds pos- 
sessed of vision and the courage 
to look ahead. 

Automatic transmissions repre- 
sent perhaps the most difficult field 
in transportation engineering. 

ot aK + 


Engines 

ANOTHER excellent example of | 

the inquiring mind in action in 
General Motors is provided by our 
automobile power plants of today. 
Work on engines has been carried 
on along a broad front since the 
very beginning of General Motors. 

Our high - compression, economy 
engines of today would not be pos- 
sible had not the research staff 
invented the use of tetraethyl lead 
to eliminate engine knock and 
made other important discoveries 
in the field of fuel combustion. 

These engines would not have 
been possible without the invention 
by General Motors of the harmonic 
balancer, the fuel pump, V-type fan 
belts, hydraulic lash adjuster, alu- 
minum oxide spark plugs, reso- 
nance intake silencers and mufflers, 
new high-carrying bearings and 
crankcase ventila ‘ 

These engines would not have 
been possible without the new oils, 
lubricants and fuels, in the develop- 
ment of which General Motors 
made important contributions in 
cooperation with the petroleum in- 

dustry. 

The pioneering work of the 
research staff in developing ex- 
perimental engines with high 

ratios reached an 
portant milestone in 1947. In that 
year Charles F. Kettering pre- 
sented to the Society of Automo- 
tive Engineers a paper deserib- 
ing the characteristics of an 
automobile engine with a 12 to 1 
compression ratio. 

Cadillac, which introduced the 
first V-8 engine built in this coun- 
try in 1914, developed the first 
modern V-8 higher - compression 
engine in- 1948. It was a_ short- 
stroke, compact V-8 design and 
was not only much lighter than 
previous engines but provided im- 
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proved performance and economy. 
Oldsmobile introduced its modern 
higher-compression engine a short 
time later, followed subsequently 
by Buick, Pontiac and Chevrolet. 
All of. these engines were designed 
to take advantage of higher com- 
pression ratios as the fuels became 
available. Currently their average 
compression ratio is approximately 


The trend to higher compression 
ratios as pioneered by General Mo- 
tors through its research discov- 
eries has been responsible for very 
large savings in fuel consumption, 
amounting to $1,100 over the life 
of the oo i car. The potential 
fuel saving for this year’s produc- 
tion alone thus will total in excess 
of $8 billion for the years these 
cars will be in use. 

* * * 


Other Automotive 


Improvements 


oo record shows that all along 
the line our approach to re- 
search and engineering develop- 
ment has been highly successful. 
A large number of the more impor- 
tant automotive improvements have 
been General Motors “firsts’”— 
either developed or first introduced 
by General Motors. 

We were the first to offer cellu- 
lar type radiators (1920) and oil- 
less Durex bearings (1923). Duco 
lacquer, which reduced painting 
and drying time from days to 
minutes, was introduced in 1923. 
We pioneered the development 
of high pressure lubricants (1929) 
and independent front-wheel sus- 
pension (1933). 

In the area of safety we have to 
our credit such inventions and im- 
provements as foot dimmer switches 
(1927), inside control door latches 
(1933), the Autronic eye (1952), 
tinted and panoramic windshields 
(1950 and 1954), safety door locks 
and safety-aim head lamps (1955). 

General Motors’ dedication to 
getting the facts and following 
wherever they lead has also pro- 
duced thousands of manufacturing 
improvements—new processes and 
methods now used throughout our 
industry. It has made outstanding 
advances in such fields as ‘metal- 
lurgy and instrumentation. These 
contributions have had broad ap- 
plication in many industries. 

* * * 


4. Progress in Other 
Fields 


As YOU know, over the years 
General Motors has success- 
fully established itself in several 
related fields of production. Wit- 
nesses have appeared before you 
with respect to two such product 
lines—namely, two-cycle diesel en- 
gines as represented by our loco- 
motive business; and off-highway 
earth-moving equipment. 

The testimony of both witnesses 
illustrated the inquiring mind ap- 
proach, and also that General 
Motors has followed a policy of 
entering only those new fields of 
production in which we had com- 
petence and to which we felt we 
could make substantial contribu- 


tions. 
Eo * 


Two-Cycle Diesel 


WOULD add to Mr. Hamilton’s 
testimony some facts about 
phases of our Diesel business prior 
to his association with General 
Motors. 

General Motors Research Lab- 
oratories started development work 
on the two-cycle, light-weight diesel 
as early as 1928, two years before 
either Winton or Electro-Motive 
was acquired. Our primary objec- 
tive was to develop a practical die- 
sel truck engine that would result 
in important operating economies. 


Promising forward strides were 
made in this research between 
1928 and 1930. This progress led 
our people to believe that light- 
weight, two-cycle engines of vari- 
ous horsepower sizes could. be 


INDEX OF PASSENGER CAR LIST PRICES 


(Based on 4-Door Sedans) 
Price at about the beginning of the Year 
, 1941 model prices = 100 
PRINCIPAL COMPETITORS 
General Motors Ford Chrysler All Others 
1941 100 100 100 100 
1942 112 112 116 113 
1946 121 126 128 129 
1947 150 151 153 160 
1948 159 164 161 189 
1949 184 190 193 212 
1950 182 187 193 205 
1951 181 187 193 208 
1952 205 207 222 219 
1953 207 209 229 228 
1954 207 2i1 222 230 
1955 212 220 223 230 
1956 furrent 222 233 236 243 
These Indexes Refer to List Prices Without Allowance for the Product improvements From Year to 


Year Which Have Been 
Comparative Values to the Consumer Over the Per 
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trial equipment. That judgment 
of 25 years ago has been amply 
borne out by events. 

In fact, the General Motors two- 
cycle lightweight diesel engine de- 
velopment revolutionized the entire 
diesel industry by pointing the way 
to new applications and new sales 
opportunities. 

The complete story on the de- 
velopment of this engine will be 
filed with the committee. 

* * * 


Allison 


A= now to go on to the air- 
craft engine field, in which we 
are represented by Allison division, 
at Indianapolis. 

When acquired, in 1929, Allison 
was an experimental engineering 
organization of 200 employes. Most 
of its work was concerned with 
development of various types of 
internal combustion engines. Ex- 
cept for an improved type of air- 
craft bearing, it had no marketable 
product. 

James A. Allison, the owner of 
the business, died in 1928. His 
executors solicited offers for the 
business from two companies in 
the aircraft industry. These com- 
panies were not interested in 
keeping the Allison organization 
intact, a condition which Allison’s 
widow had imposed. 

General Motors was then ap- 
proached and an arrangement con- 
cluded whereby GM undertook to 
keep Allison operating as an In- 
dianapolis organization for at least 
10 years. Acquisition of Allison by 
GM was actually an extension of 
our own research and engineering 
development activities. 

Development of a liquid-cooled 
aircraft engine was initiated early 
in 1930. In 1936, research staff 
technicians were shifted to Allison 
and a major stimulus was given to 
this project. As a result, the Allison 
V1710 engine passed its type test 
in 1937. Up to this point the devel- 
opment had been chiefly at Gen- 
eral Motors expense. Subsequent to 
the test small Air Force develop- 
ment contracts were received. The 
first production order for 60 engines 
was received from the Air Force in 
1938. ° 

In April, 1939, an Army fighter 
plane powered by this first U. S.- 
built liquid-cooled engine won the 
Air Force pursuit aircraft competi- 
tion. The importance of the liquid- 
cooled engine was further demon- 
strated when a German plane pow- 
ered by a German-built engine of 
this type set a new speed record 
one month later. No air-cooled en- 
gine then in existence could meet 
this challenge. 

At the start of the Defense 
Program the assistant secretary 
of war requested General Motors 
to establish facilities for further 
development and production of 
the Allison liquid-cooled engine. 
A plant was built with General 
Motors funds. Orders on hand 


* * * 


were inadequate to support the 
size plant being built. Later Alli- 
son received orders from the Air 
Force and from the British and 
French governments totaling 
about 2,000 engines. 
* * * 

om was then not a produc- 

tion organization and among 
the original Allison personnel there 
was no one with quantity produc- 
tion experience. A top-flight pro- 
duction team was assembled at 
Allison, made up of men from many 
other GM divisions. Several GM 
automotive and electrical equip- 
ment divisions were assigned parts 
production responsibilities, as were 
of course many outside suppliers. 
Cadillac’s contribution.in making 
intricate, high-precision parts was 
particularly outstanding. 

Engine production at Allison rose 
from 48 in 1939 to 1,153 in 1940, and 
to a peak of 21,381 in 1943. Total 
output 1940-1945 was 70,000 engines, 
or about 60 percent of all engines 
delivered to the U. S. Air Force for 
fighters. Buick and Chevrolet man- 
ufactured air-cooled aviation en- 
gines in large quantities. Total 
General Motors production of all 
types of aviation engines repre- 
sented 26 percent of total U. S. out- 
put during the war. 

Several times during the war 
improvements were added stepping 
up the power of the Allison V1710 
engine, each time without interrup- 
tions in production. Throughout 
the war this engine remained the 
only U. S.- designed liquid - cooled 
engine that made U. S. planes a 
match for similar types put in the 
air by the enemy. 

Since World War II, Allison 
has figured prominently as a de- 
veloper and producer of turbo- 
jet and turbo-prop aircraft en- 
gines, and transmissions for 
tanks and other heavy ordnance 
vehicles. According to the infor- 
mation released by the Air Force, 
69 percent of all USAF jet fighter 
sorties in the Korean conflict 
were flown by Allison-powered 
aircraft. 

Allison is the only manufacturer 
furnishing turbo-prop engines to 
the military. Recently the Civil 
Aeronautics Board approved an 
Allison turbo-prop design for com- 
mercial airline use, the only U. S.- 
designed turbo-prop engine to win 
this approval. This engine is the 
most powerful of its type being 
built anywhere in the world today. 
Lockheed has recently specified 
the Allison T-56 turbo-prop for its 
newest commercial airplane, the 
Electra, already ordered by two 
leading United States air lines. 

+ * + 


Frigidaire 
Avoram major field in which 
GM vision and leadership 
proved themselves is electric re- 
frigeration. Without our contribu- 
tion in this field the household 
refrigeration industry could not 


possibly have developed as it has. 

Guardian Frigerator Co. of De- 
troit was purchased by W. C. Dur- 
ant with his own funds, in 1918. At 
Mr. Durant’s suggestion this com- 
pany was acquired by General Mo- 
tors in the following year on the 
basis of his costs, which amounted 
to $56,366. 

At the time Durant acquired 
Guardian, the company did not 
have a fully developed product, nor 
any facilities or experience for 
quantity production and distribu- 
tion. It was virtually bankrupt. 
The owners had been seeking new 
capital without success. 

Only a limited number of refrig- 
erators had been produced in nearly 
four years of operation. All were 
installed in households in and 
around Detroit. Much of the time 
of Guardian’s limited work force 
was taken up with service calls to 
these homes. . 

After its acquisition by Gen- 
eral Motors a complete program 
of redesign and re-engineering 
of the product was undertaken 
and the name of the company 
was changed to Frigidaire. Dur- 
ing this period (1919-1926) Gen- 
eral Motors made substantial 

contributions to electric refrig- 

eration through research and 

engineering development, and imi- 
provement in production methods, 

From these advances in engineer- 
ing, production and sales educa- 
tion, not only Frigidaire, but all 

producers benefited, as the 
growth of the industry clearly 
indicates. 

The educational sales effort un- 
dertaken in the early twenties by 
Frigidaire, and also by Kelvinator, 
sold the public on the value and 
advantages of electrical refrigera- 
tion. It was not until 1927 that Gen- 


‘eral Electric, entered the field. 


Westinghouse followed in 1930. 
The greatest single improvement 
in this field was Freon, the first 
non-toxic, mon-flammable refriger- 
ant. Freon was a General Motors 
development and was made avail- 
able to all electric refrigerator 
manufacturers. It has been respon- 
sible in large measure for the great 
growth of the refrigerator industry. 
Even today, there is no substitute 


for Freon. 
* «* 


Electric Motors 


As ANOTHER example of our 
receptive attitude toward new 
ideas, problems and opportunities, 
I cite our entry into the fractional 
horsepower electric motor industry 
and how it came about. 

Until the early twenties, estab- 
lished electric motor manufacturers 
produced fractional horsepower 
motors only in a few restricted 
sizes. The product was largely 
bought “off the shelf.” 

About 1920, Nizer Corp., manu- 
facturers of ice cream cabinets, 
had developed an_ electrically- 
refrigerated cabinet which re- 
quired a special type of motor 
not then commercially available. 
Nizer was not successful in in- 
teresting any company in the 
electric motor industry in manu- 
facturing this motor especially 
for them. 

The Nizer chief engineer was 
personally acquainted with engi- 
neering personnel of Remy Elec- 
tric, a GM unit which produced 
automotive electrical equipment, in- 
cluding starting motors. He took 
his problem to these men. They 
agreed to try to work out a solu- 
tion, and were successful. Nizer 

placed orders with Remy Electric 
for this motor engineered espe- 
cially to their needs. 

Word that Remy Electric was 
willing to produce motors specially 
designed for individual applications 
spread through the household ap- 
pliance industry. Makers of wash- 
ing machines and other appliances 
came to Remy Electric with their 
problems. The combination of a 
specially engineered motor and 
quantity production soon permitted 
application of automotive produc- 
tion techniques, and prices of mo- 
tors were reduced substantially. 

Consequently, we created a place 
for ourselves in the electric motors 
industry by meeting a need that no 
one had met before—nor seemed 
interested in meeting—and at a 
lower price to the customer. 

* * * 
Defense Activities 
Awe now, I pass along to another 
area where our inquiring mind 
approach has produced most im- 
(Continued on Page 47, Col. 1) 
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A Study of Dealer Franchises 


(Continued from Page 17) 


manufacturer-dealer relationships 
in the automobile industry. 
Cancellation without cause: The 
manufacturers have asserted they 
must be “free” to rid themselves 
of incompetent or dishonest deal- 
ers. It would seem that this prop- 
osition is basically sound from the 
standpoint of the public interest. 
The manufacturers have also as- 
serted that they must be the “sole 
judge” of their dealers’ competency 


on their investments. By means of 
cancellation without cause provi- 
sions and one-year franchises the 
manufacturers CAN force cars on 
the market until even efficient deal- 
ers are unable to make a fair re- 
turn on their investments. 

(“A new-car dealer can’t sell the 
cars he already has, but the fac- 
tory keeps shipping to him relent- 
lessly.” Business Week, April 3, 
1954, p. 104.) 

In one antitrust case it was 


or honesty. From the standpoint of | stated that public policy requires 


the public interest this proposition 
seems questionable. 
+. oe * 


Some Arguments Favor 


No-Cause Cancellations 


—— from the standpoint of 
the dealers (who are a part of 
the general public) the proposition 
seems inequitable. 

(In 1938, Alfred P. Sloan jr.. GM 
chairman, stated that he thought 
cancellation without cause was un- 
equitable. Business Relations Insti- 
tutee AUTOMOBILE DEALER 
FRANCHISE AGREEMENTS 
AND FACTORY-DEALER RELA- 
TIONS (Princeton, New Jersey: 
Business Relations Institute, 1948) 
p. 24. Some modern franchises may 
be cancellable only “for cause” (i. e. 
upon the manufacturer’s “dissatis- 
faction”). 

(The cases are in conflict. as. to 
whether this requires showing of 
“good faith.” The cases are also 
in conflict as to whether cancel- 
lation provisions permitting can- 
cellation “at any time” is the legal 
equivalent of cancellation “at 
will, without cause” provisions.) 
The proposition places the deal- 

ers’ economic future completely in 
the hands of factory officials. 
Whether these officials are benevo- 
lent or arbitrary, they are answer- 
able only to their own consciences. 

What is the long-run interest of 
the public (excluding dealers) in 
this issue? Several arguments are 
possible which support the propo- 
sition that cancellation without 
cause provisions are in the public 
interest. 

Such provisions permit manufac- 
turers to rid themselves of un- 
wanted dealers with a minimum of 
litigation. Litigation costs might 
increase if cancellation were per- 
mitted only if a legally sufficient 
cause could. be shown. These in- 
creased costs of litigation would be 
passed to the consumer. 

Cancellation without cause 
gives the manufacturers a more 
effective control over their deal- 
ers. The manufacturers want 
maximum volume in new-car 
sales. Dealers might order fewer 
cars to sell at a higher net price 
if the manufacturers could cancel 
only for legal cause. 

For the efficient production and 
distribution of automobiles the 
planning function must be central- 
ized. Cancellation without cause 
enables the manufacturers to per- 
form this centralized planning 
function efficiently. 

The manufacturers also can keep 
a more effective check on certain 
dealer practices which are detri- 
mental to the public if cancella- 
tion without cause is permitted. 

= * * 


No-Cause Pacts Kill 


Dealers’ Independence 


cr CAN be argued that cancella- 

tion - without - cause provisions 
are not in the public interest. A 
free society should not permit con- 
trol to exist without making it 
legally accountable. Incompetent 
and dishonest dealers could be re- 
moved even if cancellation were 
only for legal cause. 

Cancellation without cause per- 
mits manufacturers to shift the 
main economic burden of their mis- 
takes to their dealers. 

If cancellation were permitted 
only for cause, the manufactur- 
ers would be under more pres- 
sure to reduce the wholesale 
price as a means of achieving 
volume. Cancellation for cause 
might make the manufacturers 
more directly responsive to sup- 
ply and demand forces in the 
economy. 

Dealers render services which 
are valuable to the public. They 
are entitled to a fair economic 
chance to earn a reasonable return 


that automobile dealers 
pendent businessmen. 
[U. S. v. General Motors et al., 
121 P. 2d 376, 383 (7th Cir. 1939).] 
In the latter part of 1925 General 
Motors decided to exert pressure 
on its dealers to require them to 
use GMAC facilities. In 1926 
GMAC business rose 245 percent. 
See Comment, 30 Ind. L. J. 311, 


be inde- 


ndent-businessman objective. 
ers cannot be independent if 
they have neither the legal nor the 
economic means to resist control. 
Several antitrust cases show that 
the manufacturers can and have 
used cancellation - without - cause 
provisions to effectuate purposes 
contrary to the antitrust laws. 
These clauses also facilitate sub- 


rosa violations of antitrust laws. 
* * * 


Indefinite-Duration Pacts 


Vs. One-Year Agreements 
THE other hand, if it is as- 
sumed that control of dealers 
by the manufacturers is in the 
public interest, there are both eco- 
nomic and legal arguments which 
support making the manufacturers 
legally accountable for the control 
that they exercise. 
One writer has stated: 


313 (1955). See also the cases “One would expect a trend to- 


cited in note 3 ante. 
Cancellation without cause does 
not permit realization of this inde- 


ward limitation on arbitrary 


power gradually appearing | are to terminate 
field—whether 


through the entire 


12, 1955 


farm and 
their outlets, or other like ar- 
entire 


range.’ 

{Adolph A, Berle THE po 
CENTURY CAPITALIST REVO- 
LUTION (New York: Harcourt, 
Brace & Co., 1954.)] 


one-year franchise agreement issue. 
A few additional observa 
however, are appropriate. 


duration franchise cancellable “at 
any time” (or “at will”—if there is 
a difference). A seller’s right to 
deal with buyers of his own choos-| f 
ing (at the end of the year) ap- 
pears to be a more “absolute” right 
(in the cases) than the “right” to 
cancel a franchise of indefinite 
duration. 

In the former case the 
at least knows that 
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The Ideal Gift 









for the Woman Who Has Everything... 


Give Her 


other 


know 


Plants also at Benton Harbor and Hartford, Michigan and Windsor, Ontario, Canada 
Manufacturing for the automotive and farm machinery industries since 1908 


Safer Double-Disc Brakes 


You can do it too. You’re important to the automotive industry. 
You know from first hand experience or from reports that Auto 
Specialties Double-Disc Brakes have proven themselves superior to 


conventional brakes failed after one trip down the mountain. Auto 
Specialties Double-Disc Brakes over the same course and under the 

same conditions still had braking power left after three trips. In other 

fade tests, foot pedal pressure necessary to stop shoe-and-drum brakes 
increased from 68 pounds at the first stop to 180 pounds at the twelfth 
stop. Double-Disc Brakes made twenty-two consecutive stops while 
maintaining a constant foot pedal pressure of 60 pounds. You know that 
Auto Specialties Double-Disc Brakes have also proven themselves 


These are all things you probably know. But perhaps, what you don’t 


Mfg. Co., Inc., Saint Joseph, Michigan, has teceived thousands and 
thousands of individual requests for these brakes. These requests alone 


Double-Disc Brakes show that women are more safety conscious 
than men. Women are more vitally concerned with the lives of their 


In a tough selling situation, Double-Disc Brakes can make the big 

sales difference. Thousands of requests for these brakes have poured into 
dealerships in New York, Detroit, Chicago and Los Angeles. The 

great promotional effort today is on safety. Safer Double-Disc Brakes 


AUTO SPECIALTIES MEG. CO, INC. 


each year. It can. 

































Smoother Stopping, 


brakes. You know that in a recent brake test in the mountains, 


superior in many other ways. 


is that the manufacturer of Double-Disc Brakes, Auto Specialties 
would eat up a lot of automobile production. These requests for 


children while driving. They want better brakes, safer brakes. 
Brakes that will give them more confidence while driving. 


will make cars easier to sell. You can do much to see that 
Double-Disc Brakes are adopted. 

If you would like more information about these brakes, write to 
Auto Specialties Mfg. Co., Inc., Saint Joseph, Michigan. 


<> 


cf 
mae 





‘ 





Latse 


{/ 





4S 


(O}-= 





Fe 





SAINT JOSEPH, MICHIGAN 


“We realize the importance of selling the 
woman. That’s why, in our Don Allen 
showrooms, we try to make women feel 
at ease, at home. And that’s why we hold 


DON ALLEN says: 
“Women make or piwssh | 


get-together socials and country-style 
parties for the kids, with candy and ice 
cream and ferris wheels. We invite the 
whole town to come in and enjoy our 












DON ALLEN, operating the world's 
largest Chevrolet dealership, sold 
more cars in 1954 than anybody else. 
Known as one of the world’s most 
successful auto dealers—last year he 
sold a car on an average of 

every 71/2 minutes—Don Allen owns 
Chevrolet agencies in New York, 
Albany, Buffalo, Pittsburgh, 
Charlotte, N. C., and Miami. Up to 
June in 1955 he again topped the 
industry with record sales. 





DEALER’S CHOICE! 


How important are women in car buying today? Dealers all over the coun- 
try agree— when it comes to the purchase of a new family car, a woman 
can make or break the sale. 


To which we add: especially the woman who reads McCall’s! She’s the 
woman who lives in close togetherness with her family, sharing their activi- 
ties and interests. She’s alert not only to what’s best for her (and she’s the 
family chauffeur) — but what’s best for her family as well! 


Since McCall’s is the only magazine that reflects this family viewpoint — 
this togetherness— women read it with a thoroughness and a respect that 
extends to the advertising as well. 


Because of this, more major item, heavy goods manufacturers are in McCall’s ; 
today than ever before. They’re agreed that the best way to sell the family { 
is to sell the woman whose chief interest is keeping her family’s best inter- 
ests always in mind. 


Let McCall’s show you how you can influence the woman who has the most 
influence on new car sales! 


Be oa ce hm i i 










NO. 1 OF A SERIES 


the sale!” 


showrooms with us. We want women and 
their families to feel they’re our neigh- 
bors. It won’t be long before they become 
our customers!” 


















McCalls 


230 PARK AVENUE, NEW YORK 17, N. Y. 


The magazine of 
togetherness 
every month in 


homes with over 


4,500,000 cars! 
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Auto Advertising 


By Martin L. Whitmyer 
Staff Writer 

National newspaper advertising 
by the automotive industry, boom- 
ing at a 29.6 percent pace above 
last year, set an alltime high in the 
first nine months of this year, ac- 
cording to the Bureau of Advertis- 
ing of the American Newspaper 
Publishers Assn. 

Linage measurements in 228 
newspapers in 110 Media Records 
“Blue Book” cities, tabulated es- 
pecially for the Bureau of Media 
Records, Inc., showed new-car 
advertising far in the lead among 
the major automotive classifica- 
tions, with a three-quarter gain 
of 57.1 percent over the same 
period of last year. 

The highest percentage increase 
—156 percent— was made by the 
relatively small aviation category. 

Sharp gains also were reported 
by the truck and tractor classifi- 
cation, up 19.5 percént; tires and 
tubes, up 7.6 percent, and parts 
and accessories, up 29.7 percent. 

Only classification to show a loss 
in the nine-month period was gaso- 
lines and oils, down 1.8 percent. 

The bureau noted a strong up- 
ward trend in the third quarter, 
pointing out that the gasolines and 
oils classification had been 12.2 per- 
cent behind 1954 in the report for 
the first six months. It pointed out 
also that last year’s gasoline and 
oil linage, the basis for comparison, 
was by a wide margin the alltime 
record in the classification. Linage 
in 1954 was 70.4 percent above 1953 
for the three-quarter period. 


A linage breakdown of the vari- 
ous classifications showed: 

New cars with 110,114,453 lines in 
1955, as compared with 70,094,230 in 
1954; trucks and tractors with 11,- 
869,793 in 1955, as compared with 
9,932,151 in 1954; tires and tubes 
with 7,033,645 this year, as com- 
pared with 6,535,197 last year; parts 
and accessories with 771,392 lines 
this year, as compared with 594,842 
during the first nine months of '54; 
gasolines and oils with 29,539,910 
this year, as compared with 30,085,- 
725 in ’54, and miscellaneous with 
37,273,526 this year, as compared 
with 35,139,127 last year. 

The aviation category registered 
1,904,653 lines this year, as com- 
pared with 744,094 last year. 

oe * * 


Wolfe Moves to Ford 


Stewart J. Wolfe has been ap- 
pointed manager of the Mercury 
Sales Council, George O. Hackett, 
manager of sales promotion and 
training for Mercury, has an- 
nounced. 

Before joining Mercury, Wolfe 
was manager of publications for 
Hudson. He was president of the 
International Council of Indus- 
trial editors during 1954-55. 


* * * 


Billboards Around the Tree 


To help strengthen home interest 
in advertising as the constant sym- 
bol of American opportunity and 
free enterprise, six national adver- 
tisers are cooperating in presenting 
4,800,000 authentic scale replicas of 
their product advertising on out- 
door posters to boys and girls 
across the nation for home display 
during the coming year. 

The miniatures, which will be 

used as scenery on model rail- 
roads in living rooms, are being 
distributed without charge for 
the seventh consecutive year by 
Lionel Corp., world’s largest 
manufacturer of model equip- 
ment, prior to Christmas. 

Cooperating in the project are 
Wrigley’s Spearmint gum, DuPont 
antifreeze, Snow Crop peas, Kool- 
Aid, Log Cabin syrup and Fram fil- 
ters. The cost was underwritten by 
the advertisers, Lionel, and Stand- 
ard Outdoor Advertising, Inc., a 
non-profit industry organization de- 
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voted to the development of a bet- 

ter understanding and appreciation 

of the outdoor advertising medium. 
* * + 


Malkerson Ads Cited 


Malkerson Sales, Inc. (Oldsmo- 
bile), Minneapolis, received a certi- 
ficate of award from the Newspa- 
per Advertising Executives Assn. 
for outstanding newspaper adver- 
tising exhibited at the association’s 
1955 summer meeting at White Sul- 


The new Spicer AIR-ASSIST Shift is another Dana Corporation devel- 
opment to make truck and bus operation easier, smoother, safer! 


The AIR-ASSIST Shift is available only on Spicer Synchronized 
Transmissions . .. optional on new equipment, or available as a 
replacement unit on Spicer Synchronized Transmissions now in use. 


The AIR-ASSIST Shift adds another feature to the long list of ad- 
vantages already offered by the Spicer Synchronized Transmission: 





phur Springs, W. Va. The adver- 
tising cited was in connection with 
Malkerson’s spring showing last 
April, 

A similar award was made to 
the Minneapolis Automobile 
Dealers’ Assn. for its four-color 
advertisement promoting the as- 
sociation’s spring showing. 

~ * * 


Goodyear Renews Pacts 


Renewal of sponsorship of ABC 
Radio’s “The Greatest Story Ever 
Told” by Goodyear Tire & Rub- 
ber Co., Inc., Akron, for another 
52 weeks has been announced by 
William Fairbanks, national sales 
manager of ABC Radio Network. 

The series is sponsored as a pub- 
lic service by Goodyear. It is aired 


@ Equal Shifts for Driver Convenience 
®@ Positive Blocker Type Synchroftizers 


over ABC Radio each Sunday from 
5:30 to 6 p.m., EST. Kudner Agen- 
cy, Inc., New York, is agency for 
Goodyear. 


* * * 


P. I. Sees Ad Boost 


The Big Three will spend more 
than $165 million in advertising 
this year, according to Robert E. 
Kenyon, publisher of Printer’s Ink 
trade publication. 

The magazine also predicts that 
total advertising expenditures will 
top $9 billion in 1956, as compared 
with $8% billion in ’55. 

Speaking before advertising exe- 
cutives at the Detroit Athletic 
Club, Kenyon called Detroit a ma- 
jor advertising’ center and said 
“the effectiveness of advertising in 


quietly. 





1. No change in shifting pattern. 
Operator goes through motions— 
air does the work ... quickly, easily, 


Advantages of 
Air-Assist Control with 
Spicer Synchronized Transmission 





newspapers and other media spells 
the difference between work and 
layoffs.” 

He cited newspapers for “more 
than meeting” the challenge of tele- 
vision for the advertising dollar, 
and said “the job of advertising is 
to manufacture customer. The as- 
sembly lines manufacture the prod- 


uct,” he said. 
* + * 


Ryan Names Fischbein 

S. C. Ryan Co., Minneapolis, has 
named Fischbein Advertising 
Agency to handle accounts of three 
affiliates. They are the National 
Automotive Parts Assn. Minneapo- 
lis, Minneapolis Unit Parts Co. and 
Ryan Refrigerator division. 


Lasy Ehortless SMHINg... 


WITH THE wEW Spicer 


2. In case of air loss, transmission can 
be shifted manually, going through 
the regular gear shift pattern. 


3. Permits more latitude in design of 
shift lever to avoid cab interference. 
The long lever required for proper 
hand leverage to shift synchronized 
transmission not required when Air 
Assist is used. 


4. Easily adaptable to any Spicer 
Synchronized Transmission, as sub- 
stitution of shift tower only is re- 
quired. Air Assist cylinder can be 
assembled at either side of shift 
lever and air hose connection avail- 
able at both ends of air cylinder. 


5. Only one outside air hose required. 


© More Leverage for Ease in Shifting 
© Alloy Steel Carburized Gears 

@ TOCCO Fork Pads for Long Wear 
© Gear Hopping Guards 

©@ Large Bearings for Long Mileage 


Over 250,000 Spicer Synchronized Transmissions have been 
installed in heavy-duty trucks and busses, for a wide range 
of civilian and military services. Ask Spicer engineers to 


help you adapt the Spicer Synchronized Transmission and 


the new AIR-ASSIST Shift to your needs. 
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Road Toll War 
Demanded by 
N. Y. Dealer Chief 


ALBANY.—New York State’s toll 
of 2,000 highway deaths a year 
should be recognized as an emer- 
gency situation that deserves prio- 
rity attention by the 1956 legisla- 
ture, the New York State Automo- 
bile Dealers Assn. has declared. 


Sperry W. Miner, Buffalo, 
NYSADA president, has proposed 
that the Legislature appropriate 
sufficient funds to mount a contin- 
uing “propaganda offensive” 
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against carelessness on the high- 
way. 

“Such efforts as Safe Driving 
Day, while impressive, merely serve 
to emphasize that voluntary, single- 
shot campaigns are totally inade- 
quate,” Miner said. 

He said that S-D Day showed 
that people are eager to cooperate 
in a program to save lives, but 
there is no continuing program. 
Highway safety is a leaderless 
cause he added. 


Miner suggested that the Legisla- 
ture mark highway safety “top 
priority.” He pledged support of 
New York’s 2,000 new-car dealers. 


More than 100,000 persons read AUTO- 
MOTIVE NEWS every week! 














AKRON. — Establishment of a 
new sales division, relocation of 
another and realignment of dis- 
tricts in present divisions—effective 
Jan. 1, 1956—have been announced 
by Victor Holt jr., tire sales vice- 
president, for Goodyear Tire & 
Rubber Co. 


The additional division will be 
known as the Midwest division and 





will be headquartered at Des 


Goodyear Realigns Sales 


Division Created, Chicago Shifts to Cleveland; 
Van Epps Heads New Office 


Moines. Appointed as manager of i 


this new division was C. M. Van 
Epps, Chicago district manager. 

H. L. McKellar, Omaha district 
manager, will succeed Van Epps in 
the Chicago district and L. J. Beck- 
man, assistant district manager 
(retail) at Omaha, will replace Mc- 
Kellar. 

The Northcentral division at Chi- 
cago, will be relocated at Cleve- 





AlR ASS 


' 2 


An exclusive feature of the Spicer Synchronized Transmission 


Toledo 1, Ohio 
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land as the central division. L. W.C. 
Dye will continue 
as division man- 
ager in Chicago 
until new Cleve- 
land facilities are 
completed. 
Names of all 
other Goodyear 
sales divisions, 
with the excep- 
tion of the West- 
ern division, have 
‘ been changed. 
L. J. Beckman Upon comple- 
tion of the reorganization, Good- 
year’s division lineups will be as 
follows: ? 
Eastern — Headquarters, New 
York—Manager, F. W. McConky 
jr. Districts— Albany, Baltimore, 
Boston, Harrisburg, Pa., Hartford, 
Conn., Newark, N. J., New York, 
Philadelphia and Syracuse. 
SouTHEern — Headquarters, Atlan- 
ta—Manager, L. H. Shepherd. Dis- 
tricts—Atlanta, Birmingham, Ala., 


CO. M. Van Epps H. L, McKellar 
Charlotte, N. C., Jacksonville, Fla., 
Memphis, New Orleans and Rich- 
mond, Va. 

CentTRAL — Headquarters, Cleve- 
lahd—Manager, L. W. C. Dye. Dis- 
tricts— Buffalo, Cincinnati, Cleve- 
land, Columbus, O., Detroit, Grand 
Rapids, Mich., Indianapolis, Pitts- 


Mw-West — Headquarters, Des 
Moines—Manager, C. M. Van Epps. 
Districts— Chicago, Denver, Des. 
Moines, Fargo, N. D., Milwaukee, 
Minneapolis, Omaha and Peoria, Ill. 

SouTHWESTERN — Headquarters, 
Dallas—Manager, J. C. Arnold. Dis- 
tricts— Dallas, Houston, Kansas 
City, Oklahoma City, San Antonio, 
St.. Louis and Wichita. 

Western—Headquarters, Los An-. 
geles—Manager, C. W. Thorp. Dis- 
tricts—Alaska, Los Angeles, Phoe- 
nix, Ariz., Portland, Ore., Sacra- 
mento, Calif. Salt Lake City, San 
Francisco, Seattle, Southern Cali- 
fornia, Spokane and Hawaii. 


33,000 New Cars 
Ordered in Week, 
Studebaker Says 


SOUTH BEND. — Over 33,000 
dealer orders in the week following 
public showings of the 1956 models 
has given Studebaker the first mar- 
ket indication of public acceptance 
for its new design, according to 
Harold E. Churchill, general man- 





er. 

Dealer floor traffic was estimated 
at more than one million in the 
first week, as the company bid to 
regain its position as a strong vol- 
ume competitor in the low price 
field. The attendance was the 
greatest in Studebaker history. 

Dealer orders were 200 percent 
ahead of the total for introduction 
week a year ago. 

While the Commander four-door 
sedan led sales during the past 
year, largest order totals werz for 
the 210-horsepower President classic 
four-door sedan (21.5 percent) and 
the 275-horsepower Golden Hawk, 
(11. percent), according to William 
A. Keller, general sales manager. 

Dealer groups reporting record 
attendance at showings included 
New York with over 130,000 people 
for the week; Chicago, 90,000; Los 
Angeles, 107,000, and Dallas, 34,000. 


Colwell Takes Over 


Colwell Chevrolet & Olds Co. has 
opened in Winfield, Kans., under 
the management of E. E. Colwell. 
The dealership is the former Jack 
Lane Chevrolet Co. 
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100 Feet of 48-12” x 18” Pennants 
All-Weather Durafiim Only $4.50 
Money if not satisfied. 

MYRLO COMPANY 
2168 W. 25th, Cleveland 13, Ohio, dept. N 
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7 is generally recognized nowa- 
days that a man should be sales- 
minded to succeed in many auto- 
motive engineering functions. 
Lately, however, some people are 
beginning to wonder if there is a 
tendency here and there for the en- 
gineer to become too sales-minded. 

Ten years ago, when many 
technical experts were vulnerable 
to criticism for the narrowness of 
their viewpoint, such a charge 
would have been preposterous. 
Now there appears to be a 
danger that the pendulum is 
swinging too far the other way 
in some instances. 

Inherently, and as a result of 
rigorous training, the engineer is 


TURNINGS 


John T. Benedict 


Engineering Editor 





















expected to exhibit objectivity and 
intellectual honesty in his work. 
If he is to continue making his 
proper contribution to improve- 
ment of the automobile, the engi- 
neer must. resist any pressures that 
tend to chip away at his essential 
prerogative of impartial analysis. 
The engineer particularly should 
not be swayed by.an consideration 
to compromise his basic integrity, 
or lend himself to any promotional 
activities built around misleading 
claims, misrepresentations of fact 
or half-truths. The “one-sided 
story” seldom has a place in the 
valid engineering presentation. 
The trend for engineers to be- 
come more salesminded has im- 
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plications that may be harmful, as 
well as some that undoubtedly are 
beneficial. From one viewpoint, the 
sales influence in directing engi- 
neering decisions may be a good 
thing. 

After all, sales and profit-mak- 
ing are the end-products that 


its very reason for existence. 


If carried too far, however, there 
may be effects that will hamper a 
thorough-going engineering effort. 
Without overlooking the wisdom 
of maintaining a proper balance 
among the many interrelated fac- 
tors, it nevertheless is important 
that an engineer continue to be 
primarily “engineering-minded.” 

Complexity and ramifications of 
this business already are such that 
the engineer on occasion should be 
sales-minded, cost-minded, produc- 
tion-minded, quality-minded, style- 
minded and safety-minded. 

It still is vital that~a man have 


N. C. Packard Deal Opens 


Packard Winston, Inc., has been 
formed in Winston-Salem, N. C. 
Owners are G. R. West, Anne S. 
West and Gerald Lee Hill, all of 
Winston-Salem. 


the right perspective in filling the 
role of the industry’s modern 
“many-minded” engineer and keep 
his eye on the basic function of en- 


gineering. 
* * * 


Safety Engineer Suggests 
Improved Tractor Design 


RE’S some question whether 
the farm tractor is getting its 
share of attention in current em- 
phasis on inherent safety design. 
A number of individuals believe 
that progress could be made -by 
extending the presently much 
talked-about driver packaging con- 
cepts from passenger cars into the 
farm tractor field. 

A leading proponent, Thomas 
Soule, chief safety engineer at 
the Industrial Indemnity Co., 
says, “A tractor can be so con- 
structed that an operator would 
escape injury even if the tractor 
turned over.” Many tractors still 
use the “scoop-shovel” type seat, 
without any footboard—w hich 
Soule regards as a “very insecure 
arrangement when _ traversing 
rough ground.” 

Soule suggests that tractors be 
provided with a form-fitting seat, 
with a footboard and instrument 
panel. Next, the driver should be 





that §-P-E-L-L-§ greater-than- 
ever Purolator Profits! 


Biggest, most convincing 
selling idea ever used 
to back the sale of oil filters! 


1. Every car in a Nascar Event is a stock car... a 


car like yours... 


customers drive. 


a car just like the cars your 


2. Every Purolator Filter used in cars in NASCAR 
Events is regular stock —the Purolator all dealers sell. 


3. Every car owner knows the strain hour-after- 
hour high-speed Nascar driving in biting dust and 
dirt puts on cars and equipment. 

4. Now—thanks to Purolator’s Nascar tie-ups— 
every car owner will understand the tremendous 
superiority of Purolator Micronic Oil Filters . . . 
understand it in terms of his own car. 





SELL MORE PUROLATORS—MORE OIL 


Purolator is backing this powerful Nascar proof 
of Purolator leadership with powerful human in- 
terest advertising in national magazines and news- 
papers . . . with exclusive on-the-spot merchandising 


and promotion. 


Use this great selling idea to sell more Purolator 


Filters . . . more oil. 


Remember: Purolator is first and finest . . . engi- 
neered to fit every car on the road. Purolator meets 


every dealer’s needs 100%. 


Remember: Every Purolator sold means the sale 


of an extra quart of oil . . 


dealer. 


- extra profits for every 


Write, wire or phone for information. 


*‘Purolator’’ and ‘‘ Micronic,’ Reg. U.S. Pat. Off. 


PUROLATOR PRODUCTS, INC., Rahway, New Jersey and Toronto, Ontario, Canada 


PurOlator 


.-- America’s No 1 GUL FILTER 





protected with a strong cab struc- 
ture, or at least a set of roll-over 
bars over his head. 


A further recommendation was 
that all seats should have safety 
belts, for, with this simple addi- 
tion, “the driver is effectively 
guarded against injury, no matter 
what happens to the tractor.” The 
operator then would be compara- 
tively safe, even when the tractor 
rolls over, or tips over backward, 
as occasionally happens. 

A simple device mentioned by the 
safety engineer is a type of light- 
weight belt that is worn around 
the waist. An electric extension 
cord is connected to the engine 
ignition, and then looped around 
the steering wheel. The other end 
of the cord is plugged into an elec- 
trical connection on the driver’s 
belt. 

Should the operator fall or be 
thrown from the tractor, the 
belt electrical connection would 
be broken, turning the engine 
off. If the tractor is hauling a 
load, it will stop at once. 

At best, however, this “ignition 
turn-off belt” and the more con- 
ventional safety belt must be re- 
garded merely as stop-gap meas- 
ures to reduce driver injuries until 
the tractors themselves advance to 
a higher degree of built-in safety. 

* * + 


Locking Differential Idea 
Pursued as a ‘Hobby’ 


i recently had some interest- 
ing correspondence with a man 
who says that, for the past 26 
years, he has made a hobby of 
collecting information on novel 
means for improving traction of an 
automobile. : 

This gentleman, George Smith, 
of East Cleveland, O.; has been 
particularly interested in automat- 
ic locking differ- 
entials— and ap- 
parently has built 
up an extensive 
file on the sub- 
ject. 

Smith’s unusual 
hobby (he says 
he has “nothing 
to sell and no in- 
vention to pat- 
ent”) first came F 
to my attention od 
several weeks G. O. Smith 
ago when he sent me a 5,000-word 
summary of his studies. In this 
timely roundup of fact and opinion, 
Smith highlights the safety aspects 
of devices for adjusting the rear- 
wheel torque in accordance with 
traction available at each wheel. 

Over a period of years, Smith 
has been gathering what he de- 
scribes as convincing facts to show 





that this safety advantage should: 


be added to the passenger car. 

In pursuing his hobby, he says 
he has “visited a number of en- 
gineers ... called upon manufac- 
turers of locking differentials . . . 
carried on extensive correspond- 
ence with many people.” 

His first correspondence on this 
subject is said to date back 26 
years—to Smith’s early school days. 
Then, 12 years ago, after giving up 
his intention of patenting a hy- 
draulic “fluid-drive” differential, he 
still retained an active interest in 
improved differentials. Since that 
time, he has contented himself 
with “promoting the idea” that 
such improvement is needed. 

+ * x 


‘Opinion’ Gaining Favor 
oS file reportedly is complete 
with sufficient information to 


convince Smith he has been “on 
the right track.” His object now is 


to make this material available for | 


“an investigation by an unbiased 
group into consideration of a move 
safetywise which may close one 
loophole and make the passenger 
car safer.” 

To me, it was especially inter- 
esting to note that Smith’s origi- 
nal analysis of his findings was 
dated Apr. 3, 1955—which was 
before Packard had even decided 
(I said decided, not announced) 
to offer such a unit optionally on 
its ’56 models. 

Now, with one company already 
offering the so-called “nonslip” dif- 
ferential as optional factory-in- 
stalled equipment—and widespread 
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testing holding promise of many 


similar announcements for 1957—it 
would seem that Smith is indeed in 


a position to see himself vindicated 


on a long-standing controversial 
opinion. 
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This is the way we thank you 

for taking such very good care — 
to use Factory Engineered innards 
in the Buicks that you repair 


We are stocking up to supply you 
more completely than ever before — 
with chassis, body and engine parts 
and package repair kits galore 


your Buicks, their owners, and you — 
with low-cost high-quality service 
and performance that feels “like new” 


So feel welcome to come in, or call us 
for whatever your Buicks require — 
and be sure to take your full discount 
from your Buick Dealer supplier. 


Thanks again—and Happy Holidays! 





Your | 
Buick BRK 
Dealer 


Your One-Stop Source for Buick Parts 


FACTORY ENGINEERED PARTS 
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Vehicle Output 
Up 20% in Italy; 
Exports Rise 79% 


TURIN, Italy.—Italian motor- 
vehicle production in the first nine 
months of 1955 was 20.2 percent 
ahead of the same period a year 
ago, Italian manufacturers report. 
Exports increased 79.7 percent in 
the period. 

Production of cars, trucks, vans 
and buses totaled 194,024 through 
Sept. 30, compared with 161,432 last 
year. Biggest gain, percentagewise, 
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was scored by vans which climbed| 
from 4,919 to 9,544 a 94 percent in- 
crease. 

Cars rose 22 percent to 165,651 
units while truck production slipped 
12 percent from 19,298 units in 1954 
to 16,900 in 1955. 

Exports were 58,122 far ahead of 
the 1954 total of 32,342. Exports in- 
creased in all vehicle categories 


News to Note... 


Auto World in Brief 


rising from 30,137 to 54,- area, Morse said. It was also de- 
aap cane pe jump. turing division of Life Time Prod-j|sired to enjoy the direct advan- 
Va. rts increased 86 percent: ucts Corp. has completed its move |tages of Life Time’s research and 
Pn “ ercent, and ‘sakes 39 here from California, according to| engineering facilities, he said. 
7 P . C. W. Morse, Life Time president. i eke 
Rods by Automation 


percent. 
laa eaiiik The move was made because of JAMMEVIE Wee.-00 * 
_| recognition of the need for pro- 5 8. man En- 
MOTIVE NEWS every week! sasaaniniste ducing a steel product in a steel} gineering & Mfg. Co. here has com- 
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They are designed to be molded of Piexicias.® That’s the 
reason why tail lights, parking lights, instrument panels, 
ornaments, dials and so many other functional and deco- 
rative parts on today’s cars give such good service and are 
so attractive in appearance. Car stylists know that parts 
molded of this acrylic plastic have rich, gleaming color 
... resist breakage and heat . .. can be molded accurately 
into large complex shapes . . . have outstanding resistance 
to rain, snow, or sunlight. 

For cars now on their drawing boards, designers are find- 
ing even more uses for PLExiGLAs—right from the start. 
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ROHM & HAAS 
COMPANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 
Representatives in principal foreign countries 


Detroit representative: R. C. Oglesby 
Nor-Way Bldg., 20211 Greenfield Road ¢ BRoadway 3-0674 


Canadian Distributor: Crystal Glass & Plastics, Ltd., 130 Queen's Quay at 
Jarvis Street, Toronto, Ontario, Canada. 





pleted an “automation” unit built 
for Plymouth. The device assem- 
bles connecting rods for engines at 
a rate of 1,200 units an hour, the 
company said, claiming it is the 
first machine to do it automatically. 
Connecting rods are fed by a con- 


veyor. 
+ * + 


Porter Acquires 2 Firms; 


Garber Heads New Division 


PITTSBURGH. — H. K. Porter 
Co., Inc. has acquired Henry 
Disston & Sons, Inc., in an ex- 
change of $6 million in preferred 
stock, it was announced by T. M. 
Evans, Porter president. Evans 
said his firm also has acquired 
Carlson & Sullivan, Inc., Mon- 
rovia, Calif., and will operate it 
as part of Porter’s new Henry 
Disston division. 


Lawrence L. Garber, a Porter 
vice-president, has been named 
general manager of the new divi- 
sion. Emmett Mann will succeed 
Garber as general manager of 
Porter’s alloy metal wire division. 


. * * 
Courtaulds Announces 


Three New Colors 


NEW YORK. — Three new colors 
have been added to the range of 
Coloray, a solution-dyed rayon 
staple, according to Courtaulds 
(Ala.) Inc. They are terra cotta, 
medium brown and hunter green. 


Available in 1% denier, 1 9/16 
inch staple, and three-denier, two- 
inch staple, terra cotta is offered at 
39 cents per pound; medium brown, 
39 cents, and hunter green at 49 
cents. These additions make a total 
of 19 basic colors in the Coloray 


range. 
* * * 


Arvin Starts on Building 


For Research Engineers 


COLUMBUS, Ind.—Ground has 
been broken here for a new re- 
search and advanced engineering 
building for Arvin Industries, 
Inc. 

Slated for occupancy next 
spring, the 12,600 - square - foot 
structure will be devoted to re- 
search and testing in the fields of 
mechanical, chemical and electri- 
cal engineering. 


* * * 


Canadian Wholesalers Fight 


Sales Tax Inequities 


OTTAWA. — The Canadian Auto- 
motive Wholesalers’ & Manufac- 
turers’ Assn. has presented its case 
before the Federal Sales and Excise 
Committee here, offering examples 
to show inequalities of the Sales 
Tax Act as it applies to the auto- 
motive wholesalers as against the 
farm equipment dealers. 

It was also pointed out that be- 
cause of the present law the auto- 
motive wholesaler is at a competi- 
tive disadvantage when selling to 
any tax exempt account. 

~ * of 


Police Do Double-Take; 


So Does New York Thief 


ROCHESTER, N. Y. — Local 
police, called to the new-car lot 
of Whiting-Buick, Inc., discov- 
ered two wheels and tires had 
been stolen from a new sedan. 


Two hours later police were 
called back. Suspicious - looking 
men again were hanging around 
the new cars. Police came on the 
double—but too late. The new 
sedan now lacked four wheels and 


tires. 
+. * n 


CNR Buys Giant Cars 


OTTAWA. — Canadian National 
Railways will begin using double- 
deck auto-carrier cars next spring. 
An initial order for 25 of the eight- 
auto units has been placed with 
the Canadian Car & Foundry Co. 
The units will be 78 feet long, or 
34 feet longer than ordinary box 
cars. 

* * * 


Fastener Firms Merge 

PHILADELPHIA. — Agreement 
has been reached to combine the 
plants and other assets of Cleve- 
land Cap Screw Co., Cleveland, and 
Standard Pressed Steel Co., Jenkin- 
town, Pa., near here. The names 
will remain unchanged. 

* * * 


Mills-Morris Moves 
TUPELO, Miss. — Mills-Morris 
Co., a motor rebuilding firm here, 
will soon move into its newly con- 
structed building at 125 E. Main St. 
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First in the Nation 


The Los Angeles Times has taken and kept the top 
position in America in four key Media Records newspaper 
classifications: Total Advertising; Retail Advertising; 
Classified Advertising; Total News Matter. 


The number one place has been reached because of the 
growth and present size of the Los Angeles market, 

now America’s third largest ... and The Times’ record as 
the first force for sales in the area. 


In the four-paper Los Angeles metropolitan 

newspaper field, The Times leads in 99 out of the 114 
Media Records classifications, including all major categories. 
In circulation, The Times leads the second paper by more 
than 85,000 net paid copies daily and over 130,000 

on Sunday... with more than 80% of The Times’ 

total daily circulation home-delivered. 
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LOS ANGELES 


REPRESENTED BY CRESMER AND WOODWARD, apo. 


First Ten Newspapers in 
TOTAL ADVERTISING 


1. Los Angeles Times 49,001,556 
2. Milwaukee Journal 44,372,455 
3. Chicago Tribune 43,018,336 
4, New York Times 40,547,140 
5. Miami Herald 40,297,577 
6. Cleveland Plain Dealer 38,460,758 
7. Washington Star 38,135,230 
8. Detroit News 36,628,792 


9. Houston Chronicle 34,891,947 
10. Baltimore Sun 33,616,481 


Source: Media Records—10 months, 1955 





CHICAGO, DETROIT, ATLANTA AND SAN FRANCISCO 





Auto Pe 


Raymond Kassar has been named 
manager of Burlington narrow fab- 
rics by division Burlington Indus- 
tries. Charles M. Travis has been 
named sales manager of this divi- 
sion. 





* * * 


Dodge Appoints Dillon 


Dodge has announced the appoint- | 
ment of Robert L, Dillon as Port-| 


land (Ore.) city manager. 
* * * 


Auto-Lite Promotes Ricker 
And Bergevin at Bay City 


The retirement of one official | 
and the promotion of two others 
in the purchasing department at 
Auto-Lite’s Bay City (Mich.) 
plant has been announced. 

Howard R. Ricker, assistant | 
purchasing agent, succeeds B. D. | 
Kimerer, who retired after serv- 
ing as purchasing agent since 
Auto-Lite began its Bay City 
operations in 1936. George H. | 
Bergevin, will become the new 
assistant puchasing agent. 

* * * 





Airline Appoints Harris 

Thomas J. Harris has been ap- 
pointed director of cargo sales for 
American Airlines, it has been an- 
nounced by Walter H. Johnson, | 
sales manager. He is _ replacing | 
Joseph D. Boylan who has resigned. | 
Harris has been with the airline! 

since 1938. 
+ am 


Wohlert Appoints May, 


Lewis and Pope as Reps 

Wohlert Corp., Lansing, has an-| 
nounced three appointments as 
sales representatives in various | 
parts of the country. 

Fred M. May, Tempe, Ariz., will 
cover: El Paso, Tex., Arizona and | 
New Mexico; Gene E. Lewis, Mari- 
etta, Ga., eastern Florida and Geor- 
gia, and Walter F. Pope jr., Char- 
lotte, N. C., Virginia, North and 
South Carolina and eastern Tennes- | 
see. 


* * 


Willard Names MacLeod 


To Western Sales Post 


B. A. MacLeod has been appointed 
western regional sales manager of 
Willard Storage Battery Co. 
according to John S. Harbison, 
replacement sales manager. Mac- 
Leod will have his headquarters in 
Chicago. 

Prior to his present appointment, 
MacLeod was field sales manager. 
Before that he had been district 
manager of the Cincinnati district, 
after serving as district sales repre- 
sentative in the Boston and Cleve- 
land districts. | 

* ~ * 


Goodrich Appoints Smith 


To New Product Sales 


Wilfred A. Smith has been named 
manager of new product sales for 
B. F. Goodrich Co.’s industrial pro- 
ducts division at Akron. Smith will 
be responsible, also, for sales to 
government agencies, Goodrich said. 

He joined B. F. Goodrich as a/| 
mail clerk in 1924. In 1935, Smith 
became assistant field engineer for | 
molded and extruded automotive | 
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HAVE YOU MET 
MR. AUTO INTEGRITY? 


He symbolizes a superior public relations 
program = s may secure exclusively 
for your ur area. For details 
without oblination mail your letterhead to 


MERITSEAL, INC. 
2 Depot Plaza White Plains, N. Y. 





Findlay, O. 


rsonnel 


goods and, in 1950, was named man- 
ager of molded and extruded prod- 
ucts for the industrial products di- 
vision. 

*” * * 


Jay to American Bosch 
Richard S. Jay has been appointed 
assistant to the sales vice-president 
of the American Bosch division of 
American Bosch Arma Corp., 
Springfield, Mass. Jay formerly was 


' sales manager of the Buckeye divi- 


|sion of Gar Wood Industries, Inc., 


* * * 


L-O-F Appoints Katz 


L-O-F Glass Fibers Co., Toledo, 
has named Bernard Katz manager 


|of systems and procedures and 
general office manager. 


* * * 


Auto-Lite Promotes 2 
B. D. Kimerer has retired as pur- 


chasing agent of Electric Auto-Lite 
|Co.’s Bay City (Mich.) plant. Suc- 
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formerly assistant purchasing agent. 
George H. Bergevin' has been 
named to Ricker’s former post. 

* * oe 


Reynolds to Retire 
Ralph (Jim) Reynolds will retire 
Dec. 31 after 41 years’ service with 
the Automobile Club of Southern 
California. He is manager of the 
insurance departments and assist- 
ant secretary of the club. 


* * * 


I-H Moves 2 in Canada 


T. D. Husband has been named 
motor truck branch manager in 
Toronto for International Harvester 
Co. of Canada, Ltd. He succeeds 
George H. Rose who has been ap- 
pointed motor truck manager in 
Ottawa. 

* * + 


Yaeger Joins Pesco 

H. Charles Yaeger has been ap- 
pointed manufacturing manager of 
the Pesco Products division of 
Borg-Warner Corp., Bedford, O. He 
previously was factory manager of 
Jacobs Aircraft Engine Co., Potts- 
town, Pa. 

of of * 


Borg-Warner Picks Rose 
Appointment of A. W. Rose as 


ceeding him is Howard R. Ricker, general manager of the Petro- 





EXPERIENCE COUNTS.“We 
always see to it that our tires 
are in top condition. Rayon’s 
long-lasting strength makes our 
work easier. Rayon Cord Tires 
running 
longer and what’s more they give 
us extra recaps. Here’s a tire that 
is being recapped for the fourth 
time and is still going strong. 
That’s economy for you! And 
here’s another cost-saving factor 
—because of Rayon’s greater de- 
pendability we can keep our 
tire inventories low.” 


stay in good 


Mechanics research division of 
Borg-Warner Corp. has been an- 
nounced. The division, with offices 
and a laboratory in North Holly- 
wood, Calif., has under development 
a new-type sonic oil well drill. Rose 
has been associated with Borg- 
Warner for 24 years. 

* * x 


Ford Promotes Snyder; 


Borough Replaces Him 

J. S. Snyder has been promoted 
to executive assistant to C. E. 
Bowie, Ford assistant general sales 


J. 8. Snyder 


manager in charge of field opera- 
tions. He joined Ford in 1934. 
Snyder formerly was Ford’s Char- 
lotte (N. C.) district sales manager, 
a position he had held since 1952. 
He will be succeeded by R. B. 
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Borough, assistant district maanger, 
and William P. Benton has been 
named to replace Borough, who 
joined Ford in 1946. 

* 


Dodge Pinaies Shugg 


To Pittsburgh Region 


Promotion of Richard L. Shugg 
jr. to Pittsburgh regional sales 
manager has been announced by 
Dodge. 

Shugg formerly was Tampa, 
Fla.. district manager. He joined 
Dodge in 1947 as a special equip- 
ment engineer in the truck plant, 
shortly thereafter transferred to 
sales, and then was named to the 
Tampa position in 1952. 


* * * 


Rieman Steps Up at GM 
William H. Rieman jr. has been 
named manager of the motor ac- 
counting department of the General 
Motors sales section. He had been 
assistant manager since 1951. 
* * aa 


Kerkling Named 


C. A. Kerkling has been appointed 
national field manager for the Iron- 
rite Motor Seal division of Salsbury 
Corp. Kerkling formerly was north- 
ern California representative for 
Salsbury Products. 


Associated Transport, America’s 


AYON CORD 


QUALITY PAYS OFF. 
**Rayon’s stretch-resistant 
strength plus our strict policy of 
regular air check and inspection 
keeps down-time loss at a mini- 
mum. Down-time not only can 
lose us money, but can also de- 
stroy customer confidence if 
we fail to meet delivery dates. 
Rayon Cord Tires help keep A-T 
consistently on schedule. These 
tires being checked have already 
gone thousands of miles and we 
estimate that each recap will give 
us another 30,000 miles!” ® 




















































































ALKING barefoot in a Wiscon- 

sin sunset driving home our 
cow, Daisy, the whistle of a train 
through the clearing and the cry 
of a loon colored the long thoughts 
of my youth. 

But I never dreamed that the 
descendants of sweet - smelling, 
red-and-white Daisy, ambling 
ahead, would, several decades 
later, be declared by the world’s 
top scientists to be a more effi- 
cient solar engine than any de- 
vised by man: 

Daisy’s descendants got into the 

act when 700 scientists from some 





30 countries met in Tucson, Ariz. 
Sponsored by the Assn. for Applied 
Solar Energy, the Stanford Re- 
search Group and the University! 





of Arizona and aided financially by 
the Ford and Rockefeller Founda- 
tions, the National Academy of 
Science, the National Science 
Foundation, the Office of Naval Re- 
search and UNESCO, the group was 
bell-wethered by the leading au- 
thority, Dr. Farrington Daniels of 
the University of Wisconsin. 

Dr. Daniels’ opinion is that we 
have got to get a lot smarter be- 
fore we can devise a solar engine 
that can beat the lowly cow for 


efficiency. 
* ~ 


Atom Power Leads 


fer cow subsists on vegetation 
created by the conversion of 
carbon dioxide into starch and su- 
gar. And vegetation is still the 
cheapest photosynthetical process 
known. Though, even plans under 
the best conditions can store no 
more than 20 percent of the light 
energy they absorb, man is still 
way behind nature. 

It will take a lot of research 
before solar power becomes a 
serious competitor of atomic 
power. Today anything more 
than a 15-horsepower solar en- 
gine is much too expensive to be 
practical. 

Just think! The energy from 100 


largest trucking company proves 


TIRES PAY OFF! 

























































pays off! 





Anderson Opens New Home— 


Anderson Nash Co. drew an estimated 2,000 visitors to its grand opening in 
Memphis. The dealership, headed by James R. Anderson, has a three-car showroom 


and two used-car lots. 


days of sunshine is equivalent to 
the energy in all the coal, petrole- 
um and natural gas left in the 
world. 


All the uranium in the world 
equals only a fraction of the radia- 
tion from the sun. When the boys 


v 






in the laboratories get it doped out, 
it will really be something revolu- 
tionary. 


Costly Heating 


OOO .. oh, if you read about 
the Denver engineer who is go- 


* * 





Here’s what Associated Transport, Inc., 
has to say— 


“They don’t come any bigger than A-T. We 
have 4,600 trucks, tractors and trailers—we 
operate between 66 terminals and sub-terminals 
in 14 states and we cover around 90,000,000 
miles a year. That’s big! Yet the only thing we 
at A-T make and sell is service. And with the 
help of RAYON CORD TIRES we’re able to 
supply our customers with the quality service 
they’ve come to expect from A-T. 


“When you promise a customer a delivery at 
a certain time, your success depends to a degree 
on whether or not your tires can get you there 
in good order. With Rayon Cord Tires this 
worry is substantially reduced. They get us 
where we want to go and do the job. They’re 
stronger, longer lasting and stand up better 
under all weather and road conditions—and our 
trucks cover every kind of road condition there 
is in the 25,000 route miles they travel on. That’s 
why we use Rayon Cord Tires. They give us the 
kind of service we need to give our customers 
the best possible service.” 


Truckers say that tires made of Rayon cord are bet- 
ter for any and all kinds of trucking. Records show 
that more truckers ise RAYON CORD TIRES than 
any other. They can rely 
on Rayon because Rayon 


350 Fifth Avenue, 
New York 1, N. Y. 
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ing to build a $35,000 house—the 
first standard design with an op- 
tional solar device—with ten tons 
of gravel on the roof to store the 
sun heat, don’t rush out to buy 
one unless you literally have money 
to burn, because it costs twice as 
much as conventional heating sys- 
tems. 

Researchers may not be worry- 
ing about the physical and 
mental strain on the householder 
who has to push the button on 
the thermostat and remember to 
order oil, but he’s not going to 
neglect jet development or the 
water supply. So perhaps you 
won’t have to wait long to be 
able to afford that solar heated 
house. 

Tibor S. Laszlo, the director of 
the Fordham University high-tem- 
perature laboratory, which just re- 
ceived a $14,000 grant for solar 
research, said that such research 
is vital to improved jet construc- 
tion and to progress in atomic 
power. The new solar furnace to 
be built with the $14,000 will at- 
tain temperatures of 9,000 degrees 
Fahrenheit for testing metals. 


The U. S. Department of the In- 
terior is planning experiments in 
solar distilling to convert salt wa- 
ter into fresh, which they hope will 
cut the cost of fuel from as high 
as $1,200 an acre-foot to less than 
$100. An acre-foot is about 325, 
851 gallons. Though the scientists 
are cautious in their predictions, 
with some 30 research contracts, 
someone could come up any day 
with the answers. 

ad * * 


Desert to Gardens 


S° if you have your eye on ex- 
panding foreign markets as well 
as a solar-heated house, you might 
start thinking about the great 
desert areas of the World—the 
vast Sahara, the little know Gobi 
Desert. 

With cheap salt water conver- 
sion they can be made to bloom. 
One - camel Arab families and 
one-rice-bowled Asians would be- 
come potential two-car families « 
and the desert caravan trails su- 
per-highways. : 

P.S. Remember the oil company 
ads that pictured a barrel sur- 
rounded by sun rays, and with the 
blurb, “Barreled Sunlight?” Well, 
my daughter tells me that all this 
excitement about using solar power 
comes as something of an anti-cli- 
max to her. Because of an ad- 
man’s inspiration, as a child she 
thought they had already succeded 
in harnessing the sunlight. 


& 
Germans Visit 
Study U. S. Marketing 
Of Vehicle 

WASHINGTON. — Thirteen Ger- 
man auto executives, touring Amer- 
ica to study marketing of new and 
used vehicles, were guests of NADA. 

Members of the NADA staff out- 
lined association membership serv- 
ices and discussed industry trends 
and problems facing American 
dealers. 

The Germans have visited Mon- 
arch Buick Co., New York City, and 
Akers Oldsmobile-Cadillac, Arling- 
ton, Va. 









Dillon Joins Brothers 
Emory Dillon, London, O., has 
joined his brothers, Joseph and 
John, in their auto business here. 








Precision Die-Cast 


Triple chrome plated for lasting 
beauty. Original designs. Sketch 
submitted for your approval. Quan- 
tities as low as 100 may be ordered. 
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1956 Rambler Custom 4-Door Hardtop . . . Continental Tire Mount and Whitewalls, Optional 
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Paks 0% 


Already one of the largest-selling four-door station wagons, 
the all-new 1956 Rambler Cross Country now has 33% more cargo space— 
more room everywhere. Talk about volume—watch Rambler in ’56! 
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DEALERS 
HAVE IT! 


FEATURING THE NEWEST, MOST-WANTED BODY STYLES—AT LOWEST PRICES! 


Yes, your eyes are right! 


That’s a four-door hardtop—a true four-door hardtop 
with no center posts. The hottest-selling, fastest-growing 
new body style in many a year. Everybody wants it— 
and Nash and Hudson dealers have it in the lowest- 
price field—priced for volume sales. 

Every Rambler model is styled for volume sales. 
Now, for the first time, small car budgets can buy the 
‘Solid Gold Look” of the highest price cars! 

It’s sized for volume sales—king-size inside, Rambler- 
size outside. Now Rambler dealers can give car buyers 
more headroom, shoulder room and entrance room 
than the average of the “other three” makes—plus all 


ALL-NEW, ALL-AMERICAN 


’ 
S 
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the sharper turning, easier handling, quicker parking 
that made Rambler the fastest-growing make in America. 

It’s powered for volume sales—a completely new 
Typhoon OHV engine delivers one-third more horse- 
power and greater torque—yet still gives the economy 
which millions of cost-conscious motorists are demand- 
ing today. 

It’s built safer for volume sales. Not just safety 
accessories, but the built-in protection of the greatest 
safety advance in many years—exclusive American 
Motors Double Safe Single Unit Car Construction—the 
only construction that puts impact-absorbing, box- 
section structures up forward as many of the most 


eminent medical and safety authorities recommend. 

It will be advertised for volume sales—in big 4-color 
spreads in the biggest magazines—in local newspapers 
—on radio, billboards—and on the top TV hit— 
DISNEYLAND! 

And it’s planned for volume profits. Hudson and 
Nash dealers can sell every big profit optional feature 
from All-Season Air Conditioning to Power Brakes and 
Power Steering. 


But that’s just half the profit story! Every dealer 
can make extra bonus profits from the exclusive Amer- 
ican Motors volume profit-sharing fund that is paying 
dealers millions of dollars in cash in 1955! 


Make The Smart 


Switeh For °56 — to 
an Ameriean Motors 
Franehise! 


—4¥: American Motors Means More for Americans — More for Dealers 


», too! 
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FILTER UNIT—The Luber-finer model 
272-C was developed for mobile, sta- 
tionary and marine engines with up to 
3-galion crankcase capacity. The unit, 
with Luber-finer's single bolt closure, is 
said to offer the same pack replacement 


offered in the 1954 models 500-C and 
750-C. It also incorporates the positive 
sealing “O" ring type gasket said to 


assure leak-proof lid closure at all oper- 
ating pressures, and the same one-piece 
extruded steel housing and mounting 
bracket design. Luber-finer, Inc., 2514 S. 


Grand Ave., los Angeles 7, Calif. 
ee 





BATTERY INDICATOR — The Hickok 
Chargicator is an electrical instrument 
that continuously shows battery condition 
and state of charge, plus the overall con- 
dition of the charging system, it is 
claimed. The instrument is said to show 
when the battery is taking charge, hold- 
ing its charge, how the voltage regula- 
tor and generator are working, condi- 
tion of the starter and power consumed 
under load. Available for 6 and 12-volt 
batteries, the Chargicator can be placed 
in the instrument panel. Hickok Electri- 
cal Instrument Co., Dupont and Williams 
Sts., Cleveland, O. 


TUNE-UP CHART—An 18 by 28-inch 
tune-up chart, said to condense all es- 
sential information on one side, may be 
had by writing Tasco Products, Inc., 199 
Vermont St., Brooklyn 17, N. Y. Data 
covers all cars through current models 
and absolute accuracy is guaranteed by 
the company. 

* * * 


Illustrated Brochure Details 
Industrial Uses of Tape 


Properties, specifications and ap- 
plication data on its complete line 
of pressure-sensitive tapes have 
been packaged in an illustrated 25- 
page brochure by the Behr-Man- 
ning division of Norton Co., Troy, 
aM Me 

in text, table and illustration, the 
four-color file-size volume titled 


“Tape It with Behr-cat” covers 
scores of industrial applications 
such as strapping, masking, electri- 
cal, textile, freezer, drafting and 
general purpose uses. The brochure, 
available on request includes tips 
on how to determine tape quality, 
and how to specify the proper tape 
for the job at hand. 


* * * 





SOLDER—Miracle Metal cold setting 
body solder bonds to stainless and alum- 
inum, as well as to steel, it is claimed. 
Lightweight, it is said to be ideal for 
filling large dents or holes in any auto 
panel without a big increase in weight. 
The solder can be ground, filed or 
sanded, keeps a good feather-edge and 
a fine-grain surface clear of bubbles and 
pin holes for application of any type of 
auto paint, it is said. Park Chemical Co., 
8074 Military Ave., Detroit 4, Mich. 

64:8-0 


Microfilm Viewer 
A new compact desktop enlarger 
for microfilm has been announced 
by Filmsort division of Dexter 
Folder Co., Pearl River, N. Y. It is 
called the Filmsort Executive 
Viewer. 





GASOLINE STRAINER—Clean Quick is 
a gasoline strainer said to fit all cur- 
rently manufactured cars except the 1955 
Oldsmobile. Every car except Pontiac 
(1949-54) and Mercury (1949-53) can be 
equipped with the unit with no fittings 
at all, or only one, it is claimed. Made 
of double mesh Saran screen, the filter- 
ing element is said to trap all solids 
bigger than 1/100 of an inch, and never 
needs replacing. Wibro Corp., 6242 Gar- 
field St., Cass City, Mich. 





PORTABLE TIRE TRUER—The Wy'co 
portable tire truer is said to eliminate 
vibration and noise caused by flat spots, 
bumps or out-of-round tires. by truing 
them to a perfect contour without remov- 
ing the tire from the car. The unit comes 
in two models, either with its own motor, 
ar built to operate from a Wyco tire 
buffer. Wyzenbeek & Staff, Inc., 223 N. 
California Ave., Chicago 12, Ill. 
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SAFETY BELTS—The Kwikset safety 
belts, said to be made to C.A.A. speci- 
fications, are available in either standard 
or deluxe models. Both models are. said 
to have a loop strength of 3,000 pounds 
minimum and are available in a range 
of. colors. Kwikset Automotive Products, 
Anaheim, Calif. 


TROUBLE ANALYZER—T he re-designed 
Multiscope, said to be 39.4 percent more 
sensitive than the former model, has been 
marketed. Featuring a seven-inch-long 
proble and tuned to the frequency range 
of the human ear, the instrument pin- 
points’ noise sources and saves time in 
locating and analyzing such conditions 
as worn gears and bearings, loose pul- 
leys, piston slap and leaky valves. Her- 
brand Tools, Fremont, O. 

oe 


It Carries Your Hat 


The Top-R hat carrier for auto- 
mobiles has been introduced by 
A & P Irmischer Co., 937 West 
North Ave., Chicago. The firm said 
illustrated literature is available 
upon request. Constructed of light- 
weight metal with plastic sleeves, 
the hat carrier is said to carry the 
hat over one’s head in the car. 





WELDING CONTROL UNIT—An acces- 
sory control unit for inert gas (helium, 
argon and CO2) shielded arc welds using 
conventional welding machines has been 
marketed. The unit is said to provide 
automatic control of torch and back-up 
gas, torch and fixture cooling water, high- 
frequency starting spark and welding cur- 
rent. Welding current input may be from: 
Motor generator A.C. or D.C., rectifier 
D.C., transformer A.C., or gas engine 
driven machines. Flexweld Mfg. Co., De- 
pot St., Buckland, Conn. 


* * * 


Office Products Markets 


Adhesive Label Holder 


Office Products, Inc., Detroit, has 
announced introduction of plastic 
label holders, called Perma-Stik. 
The firm said they come ten to a 
package complete with ten label 
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cards, perforated in strips to ease 
typing problems. 

The company said the label holder 
can be cut to desired length with a 
pair of scissors. The backing is 
then removed to expose the adhe- 
sive and may be stuck to any clean 
surface. The label or card is in- 
serted into the holder and the job 
is complete, the company said. 


* * * 





METAL CUTTER—The Metal King is a 
portable metal cutting shear that cuts any 
size sheet metal up to 10 gauge mild steel 
and 10 gauge stainless steel, delivers 
37 pounds of force on cutting edge, it 
is claimed. It is said to notch sheet 
metal and angle iron, does hairline trim- 
ming and makes bevel cuts. Said to be 
ideal for auto body and trailer work, 
the unit is 30% inches high with tripod, 
weighs 20% pounds and has a 
2%2-inch cutting blade. Airborne Sales 
Co., Metal King division, 8501 Stellar Dr., 
Culver City, Calif. 





| BRAKE FLUID INDICATOR—The Vis-A- 
Brake is a brake fluid indicator consist- 
ing of a glass container and rubber hose 
attached to the master brake cylinder. 
Installed on the firewall of the car, the 
unit indicates the level of the brake 
fluid, it is claimed. Hest Mfg. Co., 
Cleves, O. 








SPARK PLUG WRENCH—Made to oper- 
ate from any angle, the E-Z Tite spark 
plug wrenches are designed to firmly grip 
the plug for easy insertion and removal, 
it is claimed. The special “L" shaped 
handle can be used from short or long 
end for maximum leverage in any posi- 
tion, it is said. Made of steel with a bright 
plated finish, the wrenches are available 
in a choice of four sizes: 14 mm (13/16 
of an inch), 18 mm (% of an inch), 10 
mm (% of an inch on one end and 11/16 
of an inch on the other) and 14 mm extra 
long (13/16 of an inch). O. E. M. Products 
Co., 5651 N. Ashland Ave., Chicago 26, 
it. 








GAS DRAIN TANK—A flat design, port- 
able gasoline drain tank 40 inches long, 
18 inches wide and 10% inches deep, 
made of 16 gauge terne plate, spotwelded 
and soldered, is now available. Featuring 
a capacity of 25 gallons, the tank is 
mounted on ball-bearing aluminum swivel 
casters, and an 8'4,-diameter receiving 
funnel projects above the upper surface at 
one end. It is equipped with a static-free 
six-foot hose and operates at a pumping 
speed of five gallons per minute. Protecto- 
seal Co., 1920 S. Western Ave., Chicago 8, 
i. 





BLEEDER PLUG—A_ universal bleeder 
plug, said to fit the master cylinder of 
every make or model car, except those by 
Chrysler since 1955, has been marketed by 
Ekco. The plug has four different master 
cylinder cap threads, any one of which can 
be used as required, it is claimed. For use 
on the 1955 Chrysler line, the Ekco Chrys- 
ler adapter can be obtained and used in 
the same manner as the universal plug, 
it is claimed. Ekco Products, Inc., 105 W. 
Allens Lane, Philadelphia 19, Pa. 

6 88 





WHEEL COVERS—Namsco wheel covers 
are said to fit the 1955-56 Buick and are 
interchangeable with the original equip- 
ment covers and all cars with standard 15- 
inch wheels. Made of heavy gauge steel 
triple chrome plated, they are fitted with 
exclusive universal attachment springs 
which hold firmly and prevent covers from 
SLIPPING, TURNING or SQUEAKING, it is 
claimed. NAMSCO, Inc., 333 Thirty-first 
Ave., Bellwood, Ill. 

eee 


Ramco Flexible Finishes 


Restore Upholstery Color 


Ramcote flexible finishes are said 
to restore the original color and 
texture to faded or worn leather 
and plastic car upholstery. 

Available in 11 standard colors, 
hundreds of shades are obtainable 
by intermixing colors, it is claimed. 
It is applied with brush or spray: 
Ramcote Products, 1141 W. Sixty- 
ninth St., Chicago 21, II. 
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Lawsuits Affecting Dealers . . . 
Court Decisions 


By Leo T. Parker 
Attorney at Law 

ILLIAM GORING, of Boston, 

asked this question: “If through 
a mistake an automobile dealer’s 
stenographer incorrectly copies in a 
chattel mortgage the serial number 
of the automobile, does this error in 
any way affect the validity of the 
mortgage?” 

According to a late higher court 
decision the answer is yes, the 
mortgage is rendered void. 

For example, see Manning v. 
Miller, 206 S. W. (2d) 165. It was 
shown that the description of an 
automobile given in the sale con- 
tract and chattel mortgage was 
incorrect, since the motor num- 
ber was written as 6926378, while 
the correct motor number was 
6-2637H. 

In subsequent litigation, the high- 
er court held the mortgage was in- 
valid. 

The same relative law is applica- 
ble to insurance policies. If the in- 
correct serial or motor number is 
inadvertently copied in an insur- 
ance policy, the policy is void and 
the holder can recover no money 
from the insurance company on any 
loss claim. spe to 


Must Pay Tax Annually 


ee to a late higher 
court decision a taxpayer must 
report his income yearly and each 
year pay the income tax without 


Lincoln Breaks 
Ground for New 


Assembly Plant 


NOVI, Mich.—Ford Motor has 
broken ground for a new assembly 
plant for Lincoln division near 
here. At the ceremonies it was dis- 
closed that the plant would have 
a capacity of 90,000 cars per year 
and will be completed in mid-1957. 

It also will serve as “new, na- 
tional headquarters of Lincoln di- 
vision,” said Ben D. Mills, Lincoln 

general manager. 
He added that 
the plant would 
employ the “latest 
mass - production 
techniques.” 

Mills said that 
during the first 
20 days of No- 
vember, Lincoln 
dealers delivered 
70 percent more 
cars than they 

Ben D. Mills did in the same 
period a year ago. 

The 325-acre site is on Wixom 
Road, a half-mile north of Grand 
River Ave. Present plans include a 
three-story office building and a 
one-story plant. Mills said the pay- 
roll was estimated between $25 and 
$30 million. annually. 

Lincoln formed a separate divi- 
sion in April and is housed in the 
Ford Rouge plant in Dearborn. 


Dealers Share 


Success Stories 


DETROIT. — “It can be done” 
was the theme of a dealer profit 
forum which has been held here by 
Dodge and was attended by more 
than 200 Dodge-Plymouth dealers. 

The two-day forum featured 
“success stories” told by 20 dealers 
who revealed methods they used 
to build up their dealerships into 
profitable businesses. Among those 
who spoke were Hanley Taylor, 
Taylor Motor Sales, Detroit; Pol 
Raynal, Raynal Bros. Co., Detroit, 
and Jim Mason, Hodges Auto Sales, 
Inc., Ferndale, Mich. 


Johnson-Norman Opens 
L-M Deal in Georgia 


Johnson-Norman Motors, 
Tifton, Ga. ,has been granted 
a Lincoln-Mercury franchise, 
according to T. W. Norman, gen- 
eral manager. 

The Lincoln-Mercury display, 
sales and service, will be con- 
ducted at the present Johnson- 
Norman Motors (Studebaker) 
location. Elston L. Johnson is 
Norman’s partner. 


delaying several years and then 
paying the overdue tax in a lump 
sum. 

For illustration, in the case of 
Monroe v. United States, 215 Fed. 
(2d) 81, it was shown that a man 
named Monroe was employed by 
Buick as a district manager. He 
supervised the operations of some 
forty dealers in his territory. 

While so employed, and without 
the knowledge of his superiors, he 
engaged in certain lucrative extra- 
curricular activities. Included 
among these was receiving money 
under a kickback agreement for 
allotting additional automobiles. For 
this service one dealer paid Monroe 
$1,000 a month. 

These were cash transactions. 
Monroe kept no records of these 
outside activities and did not re- 
port the income. Later he went 
to an accountant who, Monroe 
testified, told him that if he filed 
an amended estimate for 1948 
giving his true income for 1946 


and 1947 he would not be prose- 
cuted for tax evasion. 


Monroe did this and paid the 
Government $13,000 which he ad- 
mitted he owed for 1946, 1947 and 
1948. In 1951 the Bureau of Internal 
Revenue investigated his returns 
for 1946, 1947 and 1948. 

In subsequent litigation, the high- 
er court convicted Monroe of in- 
come tax evasion, fined him $3,000 
and sentenced him to six months. 

* 


* * 


Light Dimmer Isn’t New 


AMES ELLIS, Baltimore, wrote: 

“I have an idea for dimming 
headlights of automobiles caused by 
bright lights of an approaching 
automobile. Do you think I can get 
a patent on my invention?” 

I don’t believe so. For example, 
in Harper v. Watson, Com’r of 
Patents, 214 Fed. (2d) 280, an in- 
ventor filed an application for a 
patent for automatically dim- 
ming or lowering the beams of 
automobile headlights. 

The invention comprises a fres- 
nel type lens for collecting the light 
from approaching headlights and 
one or more photocells positioned 
behind the lens. The purpose of the 
Photocells is to convert the col- 
lected light into an electrical signal, 


Packard, Clipper Salesmen Get Together— 


The San Francisco Packard Salesmen's Dinner Club, composed of Packard and 
Clipper salesmen and sales managers in the San Francisco Bay area, are shown at 
their first meeting since the introduction of the 1956 Packard and Clipper models. 
The meeting was presided over by Charles Belluomini, president of the group, and a 
salesman for Earle C. Anthony, California Packard distributors. 


and a relay is placed in the usual , held that the inventor could not get 

headlight circuit arrangement to/| a patent because the idea is old and 

dim the headlights in response to| disclosed in Patent No. 2,240,843 

signal from the photocells. granted to an inventor named Gil- 
The higher United States court | lespie in 1941. 












fer encx gamete up to present match- 
ing colors of clothing and autos, 
Bates Chevrolet and Myers Bros., 
Springfield, Ill, are cooperating in 
a series of “Colorama” advertise- 
ments. 

The clothier’s copy said: 
a suit as you would a new car... 
for standards of quality and depend- 
ability.” Said Bates: ‘“Dependa- 
bility is traditional with Chevrolet.” 

The illustrations showed two body 
styles of autos in rich brown with 
@ young couple standing nearby 
garbed in colors matching the two 
Chevrolets. 


* * 


‘We're Easy to Please’ 
RAWFORD’S Auto Exchange, 
Augusta, Ga. offered large 
combination fryer and cooker worth 
$39.95 free with each purchase dur- 
ing a three-day sale. 
This was followed by: “We have 
no inflated prices, we mean to do 
business, no reasonable offer re- 






How They're Pushing Sales .. . 


Dealer Ad Ideas 
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fused on any car. Give us a try. If 
you don’t have cash, we will take 
anything you have to trade, we're 
easy to please.” 


* * * 


Joseph Declares War 


a= JOSEPH, INC. (Dodge- 
Plymouth), Belleville, Ill., chose 
Veterans Day (it used to be Armis- 
tice Day) to advertise: “War De- 
clared on Used-Car Prices.” 

The ad resembled a newspaper 
front page. One headline read: 
“Oliver C. Joseph invaded by ’56 
Dodge and Plymouth tradeins,” and 
a story “quoted” Russia’s Georgi 
Malenkov as saying, “Oliver C. 
Joseph’s used-car pricés are lower 
than our collective farm produc- 
tion.” 

Another story was headed “Iron 
Curtain Used-Car Dealers to Visit 
U. S. A.” It quoted “Plymgrad 
Dodgeovich, spokesman for the 
delegation,” as saying, “We must 


go see how O. C. can sell such good 
ears for such low prices.” 
> + 


Keeping the Faith 


PLEDGE of “keeping faith” 
with Oldsmobile owners was 
given as the main reason for open- 
ing a new “home for Oldsmobiles” 
in Baltimore by Anderson Oldsmo- 
bile, which also operates City Olds- 
mobile, 4636 Edmondson Ave. 
“Our new home,” said A. D. 
Anderson, president of both deal- 
erships, “is evidence that we are 
‘keeping faith’ with Oldsmobile 
owners by constantly improving 
our facilities to properly condi- 
tion and service the cars we sell.” 
He noted that “in 1953 we opened 
City Oldsmobile’s new home at... 
Edmondson Village . . . Oldsmobile 
owners responded enthusiastically 
and requested us to make this finer 
service available for the entire 
city.” He added that for 36 years it 
had been the policy to share “our 
big volume savings” with new-car 
customers. 
* 


* * 

A Car for Her Nibs 
Bb geer picture of a gaily clad piper 
with kilts awhirl skirled the 
news to Salem (Ore.) shoppers that 








they could win a second car from 
Scotty’s Stores. 

Joe Fisher (Dodge-Plymouth) 
tied in neatly with the promotion 
with an enclosed box telling pros- 
pects to “choose your second car 
from my large selection of guaran- 
teed used cars.” 

The store advertised: “Your 
friendly Scotty Stores have just 
selected and purchased a lovely, 





The Time... 








. 


SED CAR 
— 


The Place... 
and The 


to win and hold time business! 
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GENERAL MOTORS ACCEPTANCE CORPORATION 





lu 


Before they can say “I’Jl think it over” 
and then arrange wrong financing elsewhere... 


Take a moment with every car shopper to 
pre-sell smart time buying. Hold on to good 
time business! 


Contrast the advantages and protections of 
thrifty terms...with the costly jokers in the 
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careless use of “easy terms”! 


And show why “it pays to finance where 
you buy your car’. You can prove it, when 
you use the GMAC Thrift-Guard Plan. Its 
full values and extra benefits safeguard time 
buyers’ interests from purchase to ownership. 


GMAC serves you better, too. You gain 
(1) Control of the whole transaction. 
(2) Gross from time contracts. 
(3) Extra business from satisfied customers. 
(4) Repeat sales from GMAC service. 


The GMAC 
Thrift-Guard Plan 
available to General Motors Dealers in 
CHEVROLET @ PONTIAC @ OLDSMOBILE 
BUICK e CADILLAC 
new cars, and used cars 
of all makes 


TNE 


Bete MOTORS ACCEPTANCE eas 


= a 


PLAN 





ge he 


clean, dependable 1948 Dodge sedan 4 
from Joe Fisher’s fine used-car lot. _ 
Now all we need is to find some 
‘lucky lady’... to give it to as her — 
own personal car. Hurry down... 


(to see) . . . just how you can ~— 
win it.” 7 49 

+ ~ *- } 
Dealer ‘Street’ Sale 7 


ox competing dealers in Milwau- 
kee promoted sales to capitalize 
on celebrations observing the re- 
opening of National and Greenfield 
Avenues. 


They combined their advertising 
on a half-page of the Milwaukee 
Journal classified section. The deal- 
ers were Deering Dodge-Plymouth 
Co., Knippel-Selig Ford Co., Green- 
field Motors (Nash), Peters Auto 
Sales (Hudson), Yunker Chevrolet» 
and Duckler Pontiac. { 

oe aa * 


Santa Is Early r4 


aaa & Burson, Augus- 
ta, Ga., in a newspaper ad used 
a picture of Santa Claus driving his 
reindeers with a caption reading: 
“Santa Claus comes in November at 
Ballentine & Burson, really a pres- 
ent because we are giving you the 
best deal in town.” 
* * - 


Some Plain Talk 


i AN era when superlatives are 
used recklessly, Kendall Motor 
Co., Eugene, Ore., cautions the pub- 
lic in a series of quarter-page news- 
Paper advertisements to give close 
attention to word meanings. 

One such ad says: 

“Guarantee ... one word that 
has virtually lost is meaning! 
Everyone uses it. Some tend to 
abuse it! At Kendall Motors, we 
use the word ‘guarantee’ in re- 
spect to our used cars, too. But 
we examinie what additional 
meaning is behind the word in a 
Kendall advertisement. 

“A complete reconditioning de- 
partment, amply staffed and 
equipped, safety checks each car” 

traded on a new Ford. Every used 
car we ‘guarantee’ has our unquali- 
fied approval and it means just 
that!” 


* x * 

Repeat Performance : 
A GOOD idea is worth repeating, 
reasoned Garfield’s Ford Cor) 
ner, Manchester, N. H., as it ex 
tended a recent promotional stunt. 
The dealership offered dancing- 
girl electric clocks with each pur- © 
chase of a new car or truck and © 

salt and pepper shaker sets with 


each appraisal. 
* * 


Dealers Promote Safety 
VER 350 Ford dealers in Min- 
nesota, western Wisconsin, most 
of South Dakota and two counties — 
in Iowa are participating in a gi-) 
gantic give-away. 

Four 1956 Ford Fairlanes will be 
awarded—one each for four weeks © 
—to acquaint the with Ford’s © 
new “life-guard” features, accord- 
ing to E. W. Boyer, Minneapolis, 
chairman of the district dealer as- 
sociation’s advertising committee. — 
To be eligible to win all that is 
necessary is to register with a Ford © 
dealer and be 18 or over. 

* - ~ 


K.C. Dealer Rips 
Wild Ads; Warns, 
‘Price Isn’t All 


KANSAS CITY, Kans. — “In 39 
years we've never stooped to mis-~ 
representation or gimmick and 
giveaway advertising, and we never © 
will,” declares D. D. Williams, > 
president, Kelley - Williams Motor 7 
Co. (Ford). 

A sample of Kelley-Williams’ ad- 
vertising is a one-column by 12- 
inch presentation headed “Price” 
isn’t everything! — Honesty, integ> © 
rity, dignity count also.” @ 

The ad continues, “At Kelley- = 
Williams, there is no double talk” 
with phony claims and ridiculous 
gimmicks — just straightforwe 
honest talk from experienced mo 
car men who know how to 
you money.” ‘ 

Williams told Avuromorive News? 
“Only time will tell whether o 
type of advertising is strong enoug 
to counteract the bad, but we d@ 
know that those dealers who have 
stooped to all kinds of misrepre 
sentation have no place to go and 
they will find it difficult to put @ 
halo around their heads after they”) 
have sunk to the depths.” =; ° 
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AIR OPERATED « AUTOMATIC RETRACTING 


STAM AAU aoe 


THE BEST DEALERS 
SELECT THE BEST... 


There are three clear-cut reasons why the most successful 
dealers in the country select Lincoln Power Lubrication 
Reels . . . first, the exclusive feature of air-power actuation, plus 
smooth, uniform retraction makes it possible to handle more 
lubrication jobs with far greater efficiency than is possible 
oe with conventional equipment; second, their clean, functional 
oT oe —o— styling commands instant customer attention and confidence— 
Tt “ an ordinary lubritorium is transformed into a sparkling 
“‘showcase’’; third, installation is simplicity itself and 
maintenance is the lowest.ever recorded for similar equipment. 


When you are ready to make your lubritorium a proven 
“Invitation To New Business,” contact your local 

Lincoln Sales and Service Wholesaler. He will consider it a 
privilege to serve you. 


*Trade Name Registered 


LINCOLN ENGINEERING COMPANY - 5709 Natural Bridge Avenue + St. Louis 20, Missouri 


tworthy Name | Lubricating Equipment 
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: = Average Used-Car Prices 


(ps). '64 NY 4-dr., $1,050°, '53 NY 4- 
dr., $815*. ‘52 NY SS $500*. °51 
(Compiled by Automotive News) 
Dec., 1955 Nov., Oct., 


Windsor 4-dr., $475*, , $280°, 
1955 






















DeSOTO—’'56 Fireflite sctblaieat, $2,740°. 
’55 Fireflite 4-dr., $1,995* (ps); Sports- 
man, $1,885*. '54 Fire Dome Sportsman, 


DODGE — '53 Coronet (8) 4-dr., $505*, 


$500. 

FORD —’'55 Thunderbird, $2,370; Crown 
Victoria (8) $1,975° (ps); (8) Ranch|i | eas0cge — |  1966.............. 
Wagon, $1,475; Fairlane (8) 4-dr., $1,- 
410°; (8) %-ton pickup, $1,245; Main 
(6) 4-dr., $1,070. *54 Custom (8) 2-dr., 




















Market Trend 


The overall average price of used cars sold at wholesale auction last 
week declined $16, according to Automotive News’ index. 
re ot eee ee ee cane eee ae ee eee 

















1,157 1,267 
806 


















ward adjustme The price 50s climbed and the average 1s $975*, 4-dr., $920; %-ton pickup, 
increased §$3.. ” * rs = yo “isi Guintom (8) coy se- 529 578 
lan, $1, ; Victoria, $94 373 





HUDSON—’55 Hornet Hollywood, $1,940°. 
’52 Hornet 4-dr., $380*. '52 Wasp coupe, 


$205. 
KAISER—’51 4-dr., $295. 
LINCOLN—’53 Capri 4-dr., $1,085*. 





262 291 
195 203 
” 165 


All other models fell, as follows: eae hae 
down $16; ’54s,-down $22; ’55s, down $38, and 56s, down $39, 






























"60s and ’51s. 
At a group of representative auctions last the average con- | MERCURY—’55 Montclair 4-dr., $2,265* 
signment consisted of 148 vehicles, with 139 in the previous | (P8):; conv... $2,160" | (Days info Average... $ 927 $ 943 § 725 
ae tan ae Ge * Prices of 1956 models added to tabulation; prices of '48s dropped. 


terey 4-dr., $1,400* (ps), $1,000°. ‘53 
Monterey 4-dr., $1, 110" *52 Sport coupe, 
$855*, $700*, $605°. 

NASH—’54 Super Statesman 4-dr., $1,195°, 
$700. '53 Ambassador club coupe, $900°*; 
Statesman 4-dr., $760*°. '52 Ambassador 
4-dr., $550°; Rambler Country club, 
$415. '51 Rambler station wagon, $335*. 

OLDSMOBILE—’55 (98) Holiday, $2,575* 
(ps), $2,505*° (ps); (88) Holiday, $2,285° 






(The above figures are averages of used-car auction prices, all makes 


Prices marked with an * indicate a unit equipped with an automatic and models, carried in Automotive News.) 


transmission or overdrive and (ps) indicates power steering. 


995° (ps). ’°55 (62) coupe de Ville, $4,- 

CHICAGO 060° (ps); club coupe, $3,640* (ps), 

(Arena Auto Auction. Sale every Tues- $3,615* (ps); 4-dr., $3,600* (ps); (60) 

day. Prices are for sale of Nov. > 4-dr., $3,930° (ps). "54 (62) coupe de 
(Sold 229 out of 363 offerings.) Ville, $3,235* (ps). 

BUICK—’'55 Century Riviera 4-dr., $2,565* | CHEVROLET—’56 Bel Air (8) Sport coupe, 

ai Hardtop, $2,160* (ps); Special 4- $2,200; 4-dr., $1,960°. '55 Bel Air (8) 

'$2,080° (ps). '564 RM Riviera 2-dr., Sport coupe, #1, 810*, $1,775; 4-dr., $1,- 

$1. 735° (ps), $1, 680* (ps); Super Riviera 700%, $1,540° Two-ten (8) Handyman, 

2-dr., $1,550*° (ps); Century 4-dr., $1,- $1,700* (ps); ” (6) 4-dr., $1,345. '54 Bel 




























$1,110. '54 Custom (8) 4-dr., $940; Cus- 
tom (6) 2-dr., $775; Main (6) 2-dr., 
$735. ‘53 Custom (8) 2-dr., $820; 4-dr., 
$810*, $790, $695, $660, $650. '52 Cus- 
tom (8) 4-dr., $580°. ‘51 Custom (8) 
4-dr., $440*, $325; station wagon, $425. 
‘50 Custom (8) 4-dr., $360*, $275*. '49 
Custom (6) 2-dr., $165, $140. 
HUDSON—’51 Custom 4-dr., $140*. 
KAISER—’51 Deluxe 4-dr., $175*. 
MERCURY—’55 Custom 4-dr., $1,790*. '54 


PONTIAC—’55 Star Chief Catalina, $2,- 
095* (ps); 4-dr., $1,775*. °54 Star Chief 
4-dr., $1,530* (ps). °53 Chieftain (8) 
2-dr., $835* (ps). ’52 Chieftain (6) Cata- 
(ps). °54 (88) Holiday, $1,815* (ps);| lina, $675*. 51 (6) Catalina, $475*; (8) 
4-dr., $1,665* (ps), $1,660* (ps); (98) | 2-dr., $250. 
4-dr., $1,660* (ps), $1,615* (ps); (88) | STUDEBAKER — '53 Commander club 
2-dr., $1,330°. ‘53 (88) 4-dr., $1,220°; coupe, $750*. ’52 Commander 4-dr., $235. 
(98) 4-dr., $1,200* (ps). ’51 Commander 2-dr., $300°*. 

PACKARD—’53 Clipper Deluxe, $695*. 51 | WILLYS—’52 station wagon, $300. 
































































500°. ‘53 Super agit} 4-dr., $895°; Air Sport coupe, $1,250°; 2-dr., $1,050; (200) 4-dr., $335. 
oat conv., $880°, ; Super Riviera 4-dr., $1,040; Two-ten 2-dr., $950°, $875; PLYMOUTH—'55 Belvedere (8) 4-dr., $1,- D ANVILLE Vv. A Custom 4-dr., $1,200*. ’51 Custom 4-dr., 
525°. '54 Suburban, $920; Savoy 2-dr. 9 ? Y $335*. °49 4-dr., $125*. 





OLDSMOBILE—’55 (98) Holiday, $2,660* 
(ps); (88) Super Holiday, $2,410* (ps). 
*S4 (88) Super 4-dr., $1,510°. '53 (88) 
Super 2-dr., $1,100°. °50 (98) 4-dr., 
$300°. 

PACKARD—’51 4-dr., $215*. 

PLYMOUTH—’ 54 Plaza station wagon, $1,- 
150. °53 Cranbrook Savoy, $710*. ‘52 
Cranbrook Belvedere, $565; 2-dr., $300, 
$200, $190. °50 Deluxe 4-dr., $200, $170. 
*49 Deluxe 4-dr., $190, 

PONTIAC—’54 Chieftain (8) 4-dr., $1,- 
180°. ’°53 Chieftain (8) 4-dr., $860*. ’51 
Silver Streak (8) 4-dr., $400*, $330. ’50 
Silver Streak (8) 4-dr., $190*. '49 Silver 
Streak (8) 2-dr., 2 at $150*. 

DEBAKER — ’52 Champion Hardtop, 
$450°. '51 Champion 4-dr., $210*, 


OMAHA 


(Richard Abel Auto Auction, Sale every 
Thursday. Prices are for sale of Dec. 1.) 
$805; 4-dr., $640. 52 Crest (8) Victoria, (Cold weather and sleet today brought 
$655*; Custom (8) 2-dr., $560, $540. '51| market lower.) 

; | BUICK—’55 Century 4-dr., $2,090* (ps), 
$2,055* (ps). ‘54 RM Riviera, $1,600*° 
(ps); 4-dr., $1,500* (ps). ‘53 Special 
2-dr., $605. ’52 Super 4-dr., $600*; Spe- 
os Riviera, $575. ‘50 Super Riviera, 

0. 

CADILLAC—’55 (62) coupe de Ville, 2 at 
$4,075° (ps), $3,980° (ps), $3,600* (ps). 
"54 (62) 4-dr., $2,600* (ps). ‘53 (62) 
4-dr., $1,875* (ps), $1,825* (ps). 

CHEVROLET—’56 Bel Air (8) 4-dr., S- 
300* (ps); Sport coupe, $2,225*. '55 Bel 
Air (8) conv., $1,900* (ps); Sport coupe, 
$1,800° ; 4-dr., $1,675*; Two-ten -(8) sta- 
tion wagon, $1,485. ‘54 Two-ten 4-dr., 
$1,000. °53 Bel Air 2-dr., $870*, $745; 
Two-ten 2-dr., $720. '52 SL Deluxe 4-dr., 
$530, $520. °51 SL Deluxe 4-dr., $530. 
‘50 SL Deluxe 2-dr., $340*. 

DODGE—’53 Coronet (8) 4-dr., $695*. '52 
Coronet club coupe, $375°*. 

FORD—’56 Fairlane (8) Victoria, $2,250*. 
’55 Fairlane (8) Victoria, $1,870*, $1,- 
800°, $1,780°; 4-dr., $1,750*. °54 Crest 
(8) Victoria, $1,435* (ps); Custom (8) 
4-dr., $1,110*, $1,095*°. °53 Crest (8) 
Victoria, $1,055*, $955*; Custom (8) 2- 
dr., $670*. ’°52 Custom (8) 2-dr., $575*; 
4-dr., $505*; Main (8) 4-dr., $510*. "51 
Custom (8) station wagon, $460; 4-dr., 
$420; 2-dr., $280*; Custom (6) 2-dr., 
$275. ’50 Custom (8) 4-dr., $220. 

HUDSON—’54 Jet club coupe, $780* (ps). 

LINCOLN—'55 Capri coupe, $2,850* (ps). 

MERCURY—’55 Monterey Sport coupe, $2,- 
065* (ps). bs Monterey Hardtop, $1,- 
430°; 4-dr., 2 at $1,360*. ’53 4-dr., $1,- 

°, $950°, $935°. °52 Custom 4-dr., 
$675°. ’51 4-dar;, $430°. °50 coupe, $330; 

Sport coupe, $300*. °49 Sport coupe, 

$150°. 

NASH — ’53 Statesman 4-dr., $705*. ‘52 
Ambassador 4-dr., $650*. °49 2-dr., 
$100*. 

OLDSMOBILE—’55 (88) Super 4-dr., $2,- 


(Danville Auto Auction, Sale every Wed- 


$690. '53 Suburban, "$700. *49 2-dr., $220. 
nesday. Prices are for sale of Nov. 30.) 





4-dr., $950*, $895°. ‘53 Bel Air Sport 
CADILLAC 56 (62) coupe de Ville, $4,- coupe, $990°, $975°; 4-dr., $825. 


NOW! A Honeymoon Harvest 


in Automobile Air Conditioning 



































auction today 

sold 88 cars out of 127 offerings.) 

BUICK — ’51 Special Riviera, $650*. '50 
Special 2-dr., $270*; 4-dr., $230. 

CADILLAC—’49 (62) 4-dr., $620*, $500. 

CHEVROLET—'56 Two-ten (6) 4-dr., $1,- 
710. '53 Two-ten 4-dr., $690; 2-dr., $520. 
’52 SL Deluxe 2-dr., $640; 4-dr., "$510°. 
‘51 SL Deluxe Bel Air, $555; 2-dr., $410, 
$355; FL Deluxe 2-dr., $350°. ‘50 SL 
Deluxe Bel Air, $525; 2-dr., $335, $290°, 
$225; FL Deluxe 2-dr., $325. '49 SL De- 
luxe 2-dr., $340, $275, $240, $230; 4-dr., 
$195. 

DODGE—'52 Wayfarer 2-dr., $400. ‘51 
Coronet coupe, $405. ’50 Coronet 2-dr., 
$395; 4-dr., $290; Wayfarer 2-dr., $145. 

FORD——’54 Custom (8) 4-dr., $995*, $795; 
2-dr., $920; German Taunus 2-dr., $610. 
53 Custom (8) club coupe, $905; 2-dr 



















































America’s Most Wanted 

























2 2-dr., $410; Custom) (6) 2-dr., $300°. 
Custom (8) 2-dr., $450, $390, $365, 
gaa0°; 4-dr., $375; %-ton pickup, $405; 
1-ton panel, "$255. '49 Deluxe 2-dr., $275; 
Custom 2-dr., $255. °46 Deluxe (8) club 
coupe, $180, $120; 2-dr., $170. ‘41 Deluxe 
coupe, $100. 
MERCURY—’54 Custom 2-dr., $1,500. '49 
Custom club coupe, $275. 
OLDSMOBILE—'55 (88) Holiday, $1,800* 
(ps), ’53 (88) Super 4-dr., $1,155*. ’52 
(88) Holiday, $910*. ‘51 (88) 4-dr., 
* 


$885*, $555. 
PACKARD—'49 Clipper 4-dr., $135*. 
PLYMOUTH—’53 Cranbrook 4-dr., $650, 

oes: Belvedere, $480. '50 Deluxe 2-dr., 


PONTIAC — ’'51 Silver Streak (8) 2-dr., 
$395. '50 Silver Streak (8) 4-dr., $355*, 
$195. '48 Torpedo (8) club coupe, $205. 

STUDEBAKER — ’'52 Commander 4-dr., 
$360*. ‘50 Champion 4-dr., $105. 

WILLYS—’53 2-dr., $190. 


FARGO, } N. D. 


(Tri-State Auction Co. Sale every Thurs- 
day. Prices are for sale of Dec. 1.) 
(Prices appeared to be up on good 
sharp autos with quite a selection of 
older models selling very cheaply. °53 
and °54 models were most in demand. 
Sold 58 cars out of 78 offerings.) 
BUICK—’55 Special 4-dr., $1,935°, 5, 775°. 
‘54 Special Riviera, $1, 575°, $1,565°. *51 
Super Riviera, $505*. '50 Special 4-dr., 
. 


$355*. 
CADILLAC—’49 (61) 2-dr., $400*. 
CHEVROLET—’54 Bel Air 2-dr., $995°. 
'53 Two-ten 4-dr., $725*. '52 SL Deluxe 
4-dr., $460°; FL Special 4-dr., $375. ’51 
8L Deluxe 4-dr., $285. '49 SL Deluxe 
4-dr., $105. 








Distributorship Franchise 
Available 

































A Territorial expansions are being made in '56 due to FRIGIKING’S 
overwhelmingly popular acceptance in 1955. More under-dash 
FRIGIKING Refrigerative Automobile Air Conditioners were sold than 
all other independent brands combined. Retail price — $298 plus installa- 
tion. Units could not be produced fast enough to meet demands! 














































pxTwice as many FRIGIKINGS will come off 1956 assembly lines. 
Engineering innovations add immeasurably to the performance without 
one cent being added to the price. This includes the introduction of 
FRIGIKING'S” exclusive new MagneTouch for positive, individualized 
temperature control. 






























A Distributorship qualifications include the existence of , or willingness 
toestablish, a top-level selling and servicing organization, adequate financ- 
ing, ability to cafry a satisfactory inventory of units and parts, a good 
personal and business reputation, aggressive merchandising ideas and 
know-how, plus the desire to accept basic suggestions that have enabled 
others to succeed royally as FRIGIKING Distributors. 



















































































































































































































'54 Coron . . > : . % 
A Appointments are now being made for interviews with factory execu- “Sa Genta Omne.ChlCC c 
tives. Time is required to carefully analyze qualifications and contact Custom (8), 2-dr., $095, _/5t Custom, <6) PACKARD—'51 Touring coda, $325. 
references. So, if interested, NOW is the time to submit applications. "50 Deluxe (6) 2-dr., $135. PONTIAC—’53 Chieftain (8) Catalina, $1,- 
mEnOURY — ’51 4-dr., $385. ‘50 4-dr., 150° (ps). "52 Cieiate & 4-dr., $205", 
L er Streak -dr., $300. ’ ; 
NASH—’51 Rambler station wagon, $325. Silver Streak (8) sedan, $185. 7 
THE NEW eae OLDSMOBILE — ‘53 (98) 4-dr., $1,135°; | WILLYS — ’54 Jeepster, $800. °53 4-dr., 
(88) 2-dr., $885*. °52 (88) Super 4-dr.,| $480°. 
$615°, we. a (98) 4-dr., $480°. °49 
(88) 2-dr., $195°*. 
PLYMOUTH—’50 Suburban, $245. VALDOSTA, GA. 
PONTIAC—’55 Chieftain (8) Catalina, $1,-| (Tom Hewitt Auto Auction, Sale every cl 
Ww i T as 855°; 4-dr., $1,650°, $1,550*, $1,525. —— Prices are for a Dec. ea D 
( large percentage buyers 
MAGNE" MINNEAPOLIS sellers looking for nice, clean autos and 
(Minneapolis Auto Auction. Sale every| holding KF 
OUCH Wednesday. Prices are for sale of Nov. adams me 4 175 Loe tees ene 
—_ Specia -ar., ” ; Riviera, 5 
LOW-COST, HIGH-CAPACITY REFRIGERATED 725° (pa); Super coupe, $1,850". "63 RA 
s , viera 
AUTOMOBILE ALR CONDITIONER BUICK—'54 Super 4-dr., $1,160*. °53 Su- $750", Gi @uper 4-dr., $2062 "BD Boome 
i : s per Riviera, $900* (ps). "52 Super 4-dr., conv., $180*. 
Mass-producing auto $710*. °51 RM conv., CADIELAC—’54 (62) coupe de Ville, $3,- 
Ph Aah ogy ate ae gpa ae FREE motive air conditioning CADILLAC—'56 (62) ‘coupe de Ville, $5,-| 340° (ps); coupe, $3,100* (ps). °53 (62) LI 
one or Write or ull Particulars since 1949, pioneer a ae 55 oar. age - (oe. a aaa $2,100* (ps). "51 (62) 4-dr., 
3 igi i ‘ coupe, $3, ps). ’ . . 3 M 
Gentlemen: pg ne Bg 2-dr_, $1,196"; 4-dr., $1,100°, '$935*, Lr ben me Bal Air (8) ot 
i ‘ , , CHEVROLET — ° l Air (8) Sport| coupe, $2,1! 14 ‘o-ten 
I ea in a pagans ee ae each succeeding year; coupe, $2,240". 3, Two-ten. (8). 4-dr., ar. $1,985 *. 3 55 Two-ten (8) s-ar-., #1. + , 
Atta is summ of e rience a quali $. 1,410, $1,380, $1,375; One-fifty (8) 4- 410*, $1,300; 2-dr., $1,080; One-fifty : 
sed mer ane, Seeereerias dr., $1,110. ’54 Two-ten 4-dr., $1,040;| 4-dr., $1,025. ‘54 Bel Air 2-dr., $930°; MN; 
peel ruc if One-fifty 4-dr., $750. '53 Bel Air 2-dr.,| 4-dr., $940; Two-ten 4-dr., $900*; 2-dr. 
! Conditioners and $800*; 4-dr., $755; Two-ten 2-dr., $720.| $890, $820. ‘53 Bel Air Sport coupe, @™ OL 
i teme FRIGIKAR trunk- 52 SL Deluxe 4-dr., $510, 2 at $500. '51| $800*; 4-dr., $790, $740; Two-ten 2-dr., . 
it pieete enies. AM have sl Deluxe 2-ar., 9406, $350, $255, $280. $680; -dr., | $640. "52 aL Debene 1-O ( 
‘ . , 3 a luxe 4- $250, 2 at $225. ’ $600°. °5 uxe 2-dr., ; : § 
Firm (if already existent) been developed speci- SL Deluxe 4-dr., 2'at $170, $150, $140.| Deluxe 2-dr., $375. 50 SL Deluxe 4-dr : 
E fically to re instant "48 SM 2-dr., $110. $400, $225; 2-dr., $310. '49 SL Deluxe § 
if PT iisacaiileorenirsineeoepiciaciseinianttnameiteiiianionnmncecietinaginisatit high-capacity coolin CHRYSLER—'54 NY 4-dr., $1,335* (ps),| 4-dr., $180. 48 FL 4-dr., $225. : 3 
a epee ta ae $1,210°, '53 Windsor 4-dr., §725* (ps). | DeSOTO—'52 4-dr., $675. : : 
i ar mae iia ia di icicles under hottest climatic DeSOTO—'49 Custom 4-dr., $165*. DODGE — ‘54 Coronet 4-dr., $850°. ‘58 a ] 
f conditions. DODGE —'53 Coronet 4-dr., §690°. ’51 Coronet club coupe, $500; 4-dr., $370. PL 
a. ett $300*, $285*. °49 Deluxe won , vedaemoeats -e 00. es 7 
r., . Country an i Faire 
THE FR nae. CORPORAT! ae re , 661 FORD—'56 Custom (8) 4-dr., $1,990° (ps).| lane (8) Victoria, $2,220*; 2-dr., $2,180% od 








‘55 Fairlane (8) Crown Victoria, $1,9 


"55 Custom (8) 4-dr., $1,510, $1,500; 
(Continued on Page 43, Col. 1) 


$1,250; Main (6) 4-dr., 








Founded 1949 > y ala I . f Main (8) 4-dr., 
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2 at $875, $850, 2 at $830. 4-df., $330*, $200*. "49 (98) 4-ar., $100*, 
4-dr., * : 2-dr., $900*, ;] PACKARD—’ Clipper 4-dr., $300%. 
Two-ten 4-dr 2-dr., $550° (ps);| PLYMOUTH—’55 (6) 4-dr., $1,280. 
club’ coupe, ‘53 Cranbrook 4-dr:, $620, §600°, $575; 

2dr. $510;  Cambriage ‘rar., $290. 52 













































PONTIAC—'56 (870) Catalina , $2,- 
(Continued from Fage 42) 400%; 4-ar7, $2400": (800) Catalina. 
club sedan, $1,710; 4-dr., 2 at $1,650°,| (ps); (870) Catalina, $2,700 (ps); sta-| Cnamplon #-dr., $140. Chieftain (8) 2dr,’ $078", $965, "Si (a) 
$1,600%, 2 at $1,475, $1,465, $1,350; Cus- tion wagon, $2,700*; 4-dr., $2,535", $2,- BANY coupe, $235. ‘50 (8) station wagon, 
tom (8) 4-dr., $1,440*; 2-dr., $1,350. '54| 425%; (860) 4-dr., §2,150°. ’55° Star AL $470"; (6) 2-dr., $220. 
Crest (8) Victoria, $1,250°; Country Chief Catalina coupe, $2,045* (ps). ’53 (Tim Anspach Auto Auction. Sale every DEBAKER — ‘52 Commander coupe, 
sedan, $1,230; Custom (8) 2-dr., $1,030,/ Chieftain (6) 4-dr., $895*, $795*. Monday. Prices are for sale of Nov. 28.) (8) station . 
$1,000%, $905; 4-dr., $955°, $890; Main) WILLYS—'55 %-ton pickup, $1,925; Jeep, (Today’s market prices on sharp, $780*. °53 Coronet S—'48 International %- 
ol A ar hay (8) fdr. | $1,400. '48 Jeep, $255. ready-to-sell used cars brought fancy ton pickup, $160. 
\ ‘ ; + , $725. MISCELLANEOUS—’56 GMC %-ton pick-| Prices, while average high mileage units 
Main (8) Ranch Wagon, $705. 61 Cus-| up, $1,450, $1,350, '52 GMC ton Pick: | dwindled from tact week's quetntions. ,. $535*; Coronet | conv., DYER, IND. 
tom (8) Victoria, $410*, $400°; "|! up, $500; IHC .%-ton pickup, $385. Since Oct. 24 I have advised you to keep Meadowbrook 4-dr., $340; Coron 
$300. '50 Custom (8) 2-dr., $420, $335. , out of the new-car business, Each week 25°, (Dyer Auto Auction. Sale every Friday. 
48 4-dr., $135. 46 2-dr., $145, $100. we keep having more new ones. This FORD _’56 Country Squire (8), $2,495*;| Prices are for sale of November 25.) 
MERCURY—’55 Montclair Hardtop, $2,- FLINT week we had 33 of various makes. Many Victoria (8), §$2,260*; Country Sedan (Sold 192 out of 285 offerings.) 
100, $1,950°; 4-dr., $1,935, $1,875. °54) (siint Auto Auction. Sale every Wednes-| sold for less than dealer invoice—what (8), $2,085; Main (8) 2-dr., $1,610. Cus-| BUICK—'56 Super 4-dr., $2,925° (ps). '55 
Custom Sport coupe, $1,300. °52 Custom) aay prices are for sale of November 30.)| @re we trying to prove? Again I say, | tom (8) 4-dr., $1,900. 54 Ranch W: Super coupe, $2,250° (ps); Spe- 
4-dr., $600*. °51 4-dr., $360, $350. (Good consignment of clean cars, | ‘Don’t buck the new-car dealer!’’) (8), $1,275*; Main (6) 2-dr., $770. Riviera coupe, | $2,008°, $1,890". ‘54 
NASH—’50 Ambassador 4-dr., $130. Prices were holding firm on all models. | BUICK—'56 Special Riviera coupe, $2,650*! Victoria (8), $950; ; Super 4-dr., $1, (ps); Special 2-dr., 
OLDSMOBILE—’ 56 (88) Holiday, $2,825*° Sold 85 out of 114 offerings.) (ps). °54 Super Riviera coupe, $1,775* ‘ * . . $1,415". °53 4-dr. $1,015* (ps); 
(ps), $2,700* (ps); 4-dr., $2,650° (Ps). | RUICK—'55 RM 4-dr., $2,250* (ps); Cen- (ps); Special Riviera coupe, $1,700* (ps). : Special 2-dr., $690, | $845, 52 Special 
55 (88) See a, a: tury 2-dr., $2,185*, §2,150. ‘54 Super| °53 pares 3 ee = — 4-ar., $ 4-dr., $670*. ’51 Station wagon, 
Super 4-dr., ’ ton -ar., ~ Riviera 2-dr., $1, ° . ” $595°, 470*; Special -ar., . ; %9 $330 ’ $385*. . 
son (ps), °53 (98) club coupe, $1,125°.° $1,410. '6S pepee’ toons’ fans ete: 4-dr., $420*. '50 Super 4-dr., $370*; Spe-| $310; 2-dr., $240; (6) 2-dr., $260. CADILLAC—'56 (60) Special 4-dr., $5,- 
"51 (88) 42dr., $475*, $450*. ‘50 (98) 2-dr., $900*: Special 4-dr., $665. '52| _ Cial 4-dr., $160; 2-dr., $130. MERCURY — ‘54 Sun Valley, $1,500*; TS0° (ps). "55 (60) Special 4-dr., $3,- 
4-dr., $280. Super Riviera 4-dr., $640*, $590; Special] CADILLAC—'56 (62) Coupe de Ville, $4,-| Monterey 4-dr., $1,100. '53 2-dr., $880.| 875* (ps); Coupe de Ville, §3,750° (ps). 
PACKARD— 52 4-dr., $400. 4-dr., $605. '51 Super Riviera 2-dr., $465;| 800° (ps); 4-dr., $4,800 (ps). ’54 (62)| "52 4-dr., $600*. ‘51 club coupe, $330;| (54 (62) coupe, $3,000° (ps). “51 (62) 
PLYMOUTH—'56 Savoy (8) 4-dr., $1,950.) special 4-dr., $395, $300*, $300. 50 Super| COMV., $3,110° (ps); (60) 4-dr., $3,000*| 4-dr., $325. 4-dr., $1,050*. ’50 (62) 4-dr., $1,180*. 
55 Belvedere (8) 4-dr., $1,565*; Plaza} 2-ar., $215; Special 2-dr., $155. (ps). "53 (62) 4-dr., $1,850* (ps). '52| NASH—'52 Statesman 4-dr., $460°; Ram- 7 "56 Bel Air (8) 4-dr. hard- 
(6) 4-dr., $1,180. '54 Savoy 4-dr., $800;| CADILLAC—"49 (62) 4-dr.. $350°. (60) 4-dr., $1,540° (ps), $1,525* (ps);| bier station wagon, $385. ‘50 Rambler pis * 0°; (6) sport coupe, $2,140*; 
2-dr., $750, '53 Cambridge 2-dr., $510. | CHEVROLET—'55 Two-ten (6) club coupe (62) 4-dr., $1,310*. '51 (62) 4-dr., $970*.| 4-dr., $150*. os aa 7h $2,050°; 4-dr., $1,950*. 
46 4-dr., $145. $1,415; 2-dr., $1,375. '54 Two-ten 2-dr.. "50 (60) 4-dr., $1,050*. OLDSMOBILE — ’56 Super (88) Holiday 1.408: Air (8) 4-dr., $1,680; (6) 2-4., 
PONTIAC—’56 Chieftain (8) Catalina, $2,- $950. |°53 Two-ten 2-ar. $725, $670;| CHEVROLET—'56 Bel Air (6) station wag-| 4-dr., $2,950* (ps); Holiday coupe, $2,- S we mos (8) ers ot. 5e8 <a 
750° (ps). "55 Star Chief (8) 4-dr., $1,-| 4-dr., $650, $635; One-fifty club coupe,| 0M. $2,205*; 2-dr., $2,140°; Two-ten (6)| 710°; (88) Holiday coupe, $2,570°. °55| Zwo-ten 4-de.. %, at seage, $825. '53 Bel 
900* (ps); Chieftain (8) 4-dr., $1,450*.| $585; %-ton pickup, $555. '52 SL Deluxe| 474F., $1,800. 54 Bel Air station wagon,| (88) Super conv., $2,250* (ps). ‘54 Seem i =’ a _ $815*, $775*; 
54 Star Chief (8) 4-dr., $1,150. '53] 2-ar., §400*. '51 SL Deluxe 2-dr., $360*;| $1,315; One-fifty station wagon, $1,010;| Holiday coupe, $1,800* (ps). ’51 (88) ‘o-ten 4-dr., $770, $755, $700. ‘52 SL 
" Chieftain (8) Catalina, $850*; 4-dr.,| 4-dr.. $340; FL Deluxe 2-dr. §355.| 2-4r-, $740, $730; Two-ten 2-dr., $900*,| 4-dr., $410*; (98) 4-dr., $380*. "50 (98) (Continued on Page 44, Col, 1) 
f $800*. '51 Silver Streak (8) 4-dr., $380°. Special Deluxe club coupe, $440, ’50 SL 
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’49 Silver Streak (8) 4-dr., $130*. 

STUDEBAKER—’55 ‘%-ton pickup, $765. 
’54 Commander coupe, $675. °51 Com- 
mander 4-dr., $350. 


DETROIT 


(Wes Coon Auto Auction. Sale every 
Thursday. Prices are for sale of Dec. 1.) 
(Weather cloudy and damp. Good, 
clean autos at a premium. Sold 55 cars 
t of 93 offerings. 

BUICK — '55 Super 2-dr., $2,335* (ps); 
Special 2-dr., $1,965*. 53 Super 4-dr., 
$810*. '51 Special 2-dr., $290. ‘50 Super 
4-dr., 2 at $300*, $275*. 

CADILLAC—’52 (62) club coupe, $1,450*. 

CHEVROLET—'55 Bel Air (8) 2-dr., $1,- 
500°; Two-ten (8) 2-dr., $1/300. "54 
Two-ten 2-dr., $745; One-fifty 2-dr., 
$655. '53 Bel Air 2-dr., $810, $765, $760, 
$725, $690; Two-ten sedan, $670, le 
152 SL Deluxe 2-dr., $455. '51 SL Deluxe 
Bel Air, $280. 49 SL Deluxe 4-dr., $130. 

CHRYSLER—’50 NY 4-dr., $250°. 

DeSOTO—’50 Custom 2-dr., $225. 

DODGE—’55 Meadowbrook sedan, $1,670. 
*52 Coronet 4-dr., $385; Meadowbrook 
4-dr., $245. °51 Coronet 2-dr., $290. 


FORD — '55 Main (6) 2-dr., $1,070, '54 
Custom (8) conv., $1,145*; 4-dr., $750; 
Crest (8) Victoria, $1,135*, '53 Custom 


(8) 4-dr., $710, $700; Main (6) 4-dr., 
$590. '52 Custom (8) 2-dr., $500; station 
wagon, $630. 51 Custom (8) 2-dr., $435°, 
$415*, $160. 50 Custom (8) station wag- 
on, $355; 2-dr., $150. 

KAISER—’51 Deluxe 2-dr., $100. 

MERCURY—’51 club coupe, $350*. 

NASH—’52 Ambassador sedan, $430°. 

OLDSMOBILE—’51 (88) 4-dr., $355*, $270. 

PACKARD—’50 Clipper sedan, $215; Super 
sedan, $170. 

PLYMOUTH—’52 Cranbrook sedan, $235. 
’51 Concord 2-dr., $155. 

PONTIAC—'53 Chieftain (8) 4-dr., $720*. 
‘51 Silver Streak (8) 4-dr., $310. 


DENVER | 


(Colorado Auto Auction. Sale every Mon- 
day. Prices are for sale of November 28.) 
(Demand was for ’51 thru °54. ’56 
models were very slow. Sold 186 out of 

310 offerings.) 

BUICK—'56 Super Riviera 2-dr., $3,175* 
(ps); Century Riviera 2-dr., $3,110* (ps). 
’55 Century Riviera 4-dr., $2,400* (ps); 
Special Riviera 2-dr., $1,770*. °54 RM 
Hardtop, $1,735* (ps); Super Hardtop, 
$1,620"; Special 4-dr., $1,275, $1,230. 
’53 Special Riviera coupe, $840*. °52 
Super 4-dr., $690* (ps). 

CADILLAC—'55 Eldorado, $4,530* 

Coupe de Ville, $4,120* (ps), 
(ps), $4,025* (ps); (62) 4-dr., $3,800° 
(ps). *54 (62) Coupe de Ville, $3,445* 
(ps); club coupe, $3,130* (ps). °53 (62) 
4-dr., $1,950* (ps). 

CHEVROLET—’'56 Bel Air (8) 4-dr. sport 
sedan, $2,460* (ps), $2,425*, $2,375* 
$2,360*; Two-ten (8) Handyman, $2,385*, 
$2,340*, $2,280*, $2,145*; 4-dr., $2,240*, 
$2,125*; One-fifty (6) 2-dr., $1,750. ‘55 
Bel Air (8) sport coupe, $2,025*, $1,- 
895*, $1,850*, $1,775; Two-ten (8) 4-dr., 
$1,590*, $1,540*, $1,510°. °54 One-fifty 


Handyman, $1,090; Two-ten 4-dr., $1,- 
050, $1,025, $1,000. ’°53 Bel Air 2-dr., 
$705. 52 SL Deluxe 4-dr., $430. ‘50 


%-ton pickup, $480. °49 %-ton pickup, 
$350 


CHRYSLER — '55 NY Newport, $2,625* 
(ps). ’54 Windsor Newport, $1,590*. 
DODGE—’56 Coronet (8) 4-dr., $2,385. '54 
Royal 4-dr., $1,125* (ps). '53 Coronet 
=. 4-dr., $775*; Meadowbrook 4-dr., 


FORD — '56 Country sedan (8), $2,600* 
$2,335*; Fairlane (8) Victoria, $2,325*, 
at $2,205. 55 Thunderbird, $2,665*; Fair- 
lane (8) 2-dr., $1,900, $1,865; 4-dr., 
$1,840*, 2 at $1,780*, 2 at $1,775*, $1- 
755*; Custom (8) 4-dr., $1,580*, $1,550*, 
$1,460; Main (6) coupe, $1,095. °54 Vic- 
toria (8), $1,450* (ps); Custom (8) 4-dr., 
2 at $1,005. ‘52 Custom (8) 4-dr., $495*. 

SANCOLN—'8 Capri Sport coupe, $1,580* 
ps). 

MERCURY—'56 Montclair coupe, $2,795* 
(ps); Hardtop, $2,790* (ps), $2,675* 
(ps); Custom sport coupe, $2,430*. °'54 
Monterey coupe, $1,295*; Custom 2-dr., 
$1,270*. '53 4-dr., $655. 

NASH—'53 Statesman Custom club sedan, 
$780; Rambler hardtop, $690. 

OLDSMOBILE—’56 (98) Holiday 4-dr., 
$3,400* (ps); Super (88) conv., $3,240* 
(ps); Holiday 4-dr., $3,100* (ps), $2,- 
895* (ps); (88) Holiday coupe, $2,775*, 
$2,665*; 2-dr., $2,495%, $2,440". °55 
Super (88) Holiday, $2,550* (ps), $2,- 
315* (ps). '54 (98) 4-dr., $1,875* (ps), 
$1,825* (ps), $1,815*, $1,680*. °53 (98) 


Holiday, $1,150*. 
PLYMOUTH—'54 Belvedere 4-dr., $885*; 
Plaza 4-dr., $785, °53 Cranbrook 4-dr., 
$665, $630, $605; Belvedere sport coupe, 
51 Cranbrook 4-dr., $290. 


$580. 
PONTIAC—'56 Star Chief Catalina, $2,825* 



























































Special 4-dr., $255; Deluxe conv., 
"49 SL Deluxe coupe, $150. 
CHRYSLER — ‘52 Saratoga club coupe, 
$410*; NY 4-dr., $215*. 
DeSOTO—’55 Fire “Dome club coupe, §$1,- 
780*. '50 Deluxe 4-dr., $180. 
DODGE—’52 Coronet 4-dr., $360*. 
FORD—’54 (8) Station wagon 4-dr., $1,- 
100*; Custom (8) 2-dr., $960*, $880, 
$850*. ‘53 (8) Station wagon 2-dr., 
$955; Custom (8) 4-dr., $730*, $715, 
$660*; (6) 2-dr., $625; Main (8) 4-dr., 
$625; %-ton pickup (8) $670*. ‘52 Cus- 
tom (8) 2-dr., $580; 4-dr., $525, $505*. 
’51 Custom (8) 2-dr., $360°, $280; 4-dr., 


os $300*; Deluxe (6) &-de., $270*. 
. ‘ustom, (6) club eoupe, $800; (8) 
2-dr.. $230. 


HUDSON—’'51 4-dr., $105. 

LINCOLN—’51 4-dr., $200*. 

MERCURY — '53 Monterey 4-dr., $830*; 
2-dr., $805; Custom 4-dr., $800* ’50 
club coupe, $240. 

OLDSMOBILE—’55 (88) club coupe, §$2,- 
175*. '51 (88) club coupe, $625*. '50 
(76) 4-dr., $305; (88) club coupe, $865*; 
(98) club sedan, $140. 

PACKARD—’53 (200) 4-dr., $770*. 

PLYMOUTH—’51 Concord 2-dr., $255. ’50 
Deluxe 4-dr., $120. 

PONTIAC—’54 Star Chief club coupe, $1,- 
300* (ps). "51 (8) 2-dr., $370*. '50 (6) 
2-dr.. $200. 

STUDEBAKER — '53 Commander coupe, 
$530*. '52 Commander 2-dr., $220. 

WILLYS—’53 Arrow 4-dr., $280. 


FT. WAYNE, IND. 


(Carl Marker Auto Auction. Sate every 
Tuesday. Prices are for sale of vem- 
ber 29.) 

(Prices were good. Demand is good. 
The snow storm kept consigners at home. 
Sold 41 out of 58 offerings.) 
BUICK—’55 Super 2-dr., $2,255* (ps), 

$1,690* (ps). ’51 Super 2-dr., $480*. ’§0 
Super 2-dr., $260, $250. ’48 conv., $130. 


CADILLAC—’54 (62) 2-dr., $2,670* (ps). 
"52 (62) 2-dr., $1,600* (ps). ‘51 (62) 
4-dr., $935*. 


CHEVROLET—’55 Two-ten (6) 2-dr., $1,- 
305. '54 Two-ten 2-dr., §970. '53 Bel Air 


2-dr., $850. "50 Deluxe 2-dr., $320, $300. 
’47 SM 4-dr., $100. 
DeSOTO—’53 Powermaster 4-dr., $740. 
FORD — ’55 Victoria (8) 2-dr., $1,950*, 


$1,945*; Sunliner (8) $1,785*; (8) station 
wagon, $1,885; Main (8) 2-dr., $1,200. 
’54 Custom (6) 4-dr., $870; Main (6) 
2-dr., $770, $750. '53 Sunliner, $835. '52 
Main (6) 2-dr., $400. 51 Deluxe 2-dr., 
$225. '50 Deluxe 2-dr., $160. 
LINCOLN—’56 Capri 2-dr., $3,705* (ps). 
"52 Custom 2-dr., $900*. 
MERCURY—'55 Monterey 2-dr., $1,885*. 
OLDSMOBILE — '55 (88) Holiday 2-dr., 
$2,250* (ps), $1,990*, $1,920*. '53 (88) 
Holiday 4-dr., $1,105*. ‘52 (98): 2-dr., 
$825*; (88). Holiday 2-dr.. $790*. 
PACKARD —’'48 2-dr., $140. ’'37 2-dr., 


$115. 
PLYMOUTH—’'55 Belvedere 2-dr., $1,340. 
$2,200* ; 


"54 Plaza 2-dr., $995. 

PONTIAC — '55 Catalina 2-dr., 
Catalina 4-dr., $1,940*. '54 Catalina (6) 
2-dr., $1,460*. °'53 Chiefain (6) 4-dr., 
$900. ’'50 4-dr., $175. 

STUDEBAKER—’50 Champion 4-dr., $115. 


JENISON, MICH. 


(Grand Rapids Auctions, Inc. Sale every 
Tuesday. Prices are for sale of Nov. 29.) 
(Heavy winds and snow kept 
both consignors and buyers at home. 
Sold 38 cars out of 67 offerings.) 
BUICK—’55 Century Riviera, $2,010* (ps). 
'54 Super 2-dr., $1,550* (ps). "52 RM 
4-dr., $655* (ps). 50 Super 2-dr., $425*; 
4-dr., $305*, $240*; RM 4-dr., 
$160°*. 
CADILLAC—’49 (75) 2-dr., $600*. 
CHEVROLET—’55 Bel Air (6) conv., $1,- 
355; Two-ten (8) 4-dr., $1,460*%, $1,455*, 
$1,450*, $910, $890*, $885. °54 Two-ten 
2-dr., $880, $845; One-fifty 2-dr., $800, 
$765, $750, $740, $735. 53 Two-ten 4-dr., 
$795*, $750*, $740*; One-fifty station 
wagon, $715. '51 SL Deluxe station wag- 
on, 


CHRYSLER — ’53 Windsor 4-dr., $875* 
(ps). °52 Saratoga 4-dr., $425*; NY 4- 
dr., $425* (ps). 

DeSOTO—'52 Fire Dome (8) club coupe, 
$560* (ps); 4-dr., $465*. ‘50 Custom 
4-dr., $185*. 

DODGE — ‘53 Coronet 2-dr., $600*. ’50 


Meadowbrook 4-dr., $250. 

FORD—’55 Fairlane (8) Victoria, $1,650; 
2-dr., $1,315; Main (8) Ranch Wagon, 
$1,575. '54 Main (8) Ranch Wagon, $1,- 
055, $980*. '52 Custom (8) 2-dr., $480. 
*51 Deluxe (6) 2-dr., $230. 

KAISER—’51 2-dr., $160*. 

MERCURY—’'51 Custom 2-dr., $440; 4-dr., 
$175. '50 2-dr., $265. 

NASH—’51 Statesman 4-dr., $180. 

OLDSMOBILE—’47 (66) 2-dr., $130. 

PACKARD—’'51 (300) 4-dr., $530*. 

















































Give AUTOMOTIVE NEWS To Your Friends In The Industry 


$ 8.00 ..... One Year 
$14.00 ..... Two Years 


This letter will be sent in your name: 





Please send your gift subscription list to us with the following information 


for each person you wish to receive Automotive News: 


Name 
Street Address 


City ae 7 
Trade Affiliation 
Your Name 


ONE YEAR [1] 
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TWO YEARS [] 


NOTE: If the person receiving the gift is already a subscriber, Automotive 
News will extend the expiration date for the period of your gift 


subscription. 
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Used-Car Auction Prices 





(Continued from Page 43) 


2 at $580, $500. ‘51 FL 
Deluxe 2-dr., $370*, $375; SL Deluxe 
2-dr., $370, $365*, $355*, $325, $310. 
O—'55 Fireflite 4-dr., $2,000* (ps). 
$650, $540; Custom 


Deluxe 4-dr., 


"52 Firedome 4-dr., 


4-dr., $370; Sportsman, $360* (ps). ‘51 
Custom 4-dr., $375. 
DODGE—'53 Coronet (8) conv., $600*. '51 


Wayfarer 2-dr., $260. '49 1%-ton pickup, 
$175. °47 4-dr., $120. 

FORD—’56 Country sedan (8), $2,435*. '55 
Fairlane (8) 2-dr., $1,820*, $1,565; Main 


(8) 2-dr., $1,250*. '54 Custom (8) 2-dr., 





$945*, $870*. '53 Victoria (8), $1,015* 
(ps); Custom (8) 4-dr., $740, $715*, 
$650; (6) 2-dr., $600; Main (8) 2-dr., 
$555. '52 Custom (8) Victoria, $690. ‘51 
%. Victoria, $360*; Custom (8) 2-dr., 

HUDSON—’52 Wasp 4-dr., $325; Hornet 
4-dr., $250*. 

KAISER—’52 Manhattan 4-dr., $250*. ‘51 
Deluxe 2-dr., $195*. 

‘OL? "50 2-dr., $140°*. 

MERCURY—’56 Montclair coupe, $2,525* 
(ps). '55 Custom 2-dr., $1,710. '54 Mon- 
terey 4-dr., $1,245*; 2-dr., $1,200. ‘53 
2-dr., $896*. ‘52 4-dr., $695; coupe, 
$675". 


NASH—'53 Statesman Super club sedan, 
$900*; 2- os $700*. ‘52 Statesman Super 
4-dr. 





4-dr., $2,645* (ps); Super (88) Holiday 
coupe, $2,345* (ps), $2,155* (ps). ‘54 
(88) 4-dr., $1,500*. '53 (88) 2-dr., $850. 
"51 (88) 4-dr., $410*. 

PACKARD—’'53 Clipper 4-dr., $715* (ps). 
’51 Patrician 4-dr., $230*. 

PLYMOUTH — '55 Belvedere (6) sport 
coupe, $1,575*; Plaza (8) 2-dr., $1,375*. 
’54 Savoy 4-dr., $915, $900, $860, $765. 
‘53 Cranbrook 4-dr., $620; Cambridge 
4-dr., $560, $475. ‘52 Cranbrook 4-dr., 
$485: Concord 2-dr., $225. ‘51 Cran- 
brook 4- -dr., $260. 

PONTIAC—'56 Star Chief Catalina, $2,800° 
(ps); Chieftain Catalina 4-dr., $2,400*. 
‘55 Chieftain 2-dr.. $1,725*. °'53 Chiet- 
tain Deluxe (8), Catalina, $850°; 4-dr., 
$790*, $765*; Custom (8) 4-dr., $590°*. 

‘52 Chieftain Deluxe (8) 4-dr., $465. 

STUDEBAKER—’52 Champion 4-dr., $315. 


‘51 Commander 2-dr., $140*. °47 %-ton 
whale $135. 

YS—’53 Aero 2-dr., $320; station 
eaeee. $575°. 


N. PLAINFIELD, N. J. 


(Lebanon Auto Auction. Sale every Wed- 
nesday. Prices are for sale of Nov. 30.) 

(We had a very good sales percentage 
in a brisk sale today. Prices held steady. 
Sold 76 cars out of 114 offerings.) 


CADILLAC—'52 (62) 4-dr., 
CHEVROLET—'55 Two-ten (8) 


DeSOTO—'52 Custom 4-dr., 


PONTIAC—'53 Chieftain (8) 4-dr., $925°. 
$350°. 


day. Prices are for sale of Nov. 29.) 


$1,485". °50 
’42 (62) 4-dr., $110. 

4-dr., $1,- 
$1,000; 4-dr., 
$795; Two-ten 


(62) 4-dr., $825*. 
535. ‘54 Two-ten 2-dr., 
$945. °53 Bel Air 4-dr., 
4-dr., $740*; %-ton pickup, $685. °52 
SL Deluxe 4-dr., $495, $440. '51 SL De- 
luxe 4-dr., $315; SL Special 2-dr., $290. 
'50 SL Deluxe 4-dr., $305. 

$430°. °49 


Custom club coupe, $165. 


FORD—’55 Fairlane (8) 4-dr., $1,635, i. 


(8) 2-dr., $1,000. 
Custom (8) 4-dr., $845*; Main (8) 2-dr., 
$675. ‘52 Custom (8) 4-dr., $520. ‘51 
Custom (8) 4-dr., $395. '50 Custom (8) 
4-dr., $325, $310. '49 Custom 2-dr., $150. 
'46 \%-ton pickup, $120.- 


570°. °54 Main 


MERCURY—’53 Custom 4-dr., $905*. ‘52 
Monterey 4-dr., $725*; Custom 4-dr., 
$600*. °50 Custom Sport sedan, $320, 


$260; 2-dr., $210. 


’51 Silver Streak (8) 4-dr., $395, 
’50 Silver Streak (8) 2-dr., $175°*. 


NASH—’53 Statesman Sport coupe, 


‘50 Super Riviera, $415; RM sedan, $290, 
$285. ' 


CADILLAC—’50 (62) sedan, $850°. 
CHEVROLET— 54 Bel Air eee $935*. 53 


Bel Air 4-dr., $730; sedan, 
$675; One-fifty sedan, $590, *eee0, 52 
SL Deluxe sedan, $550*, '51 SL Deluxe 
sedan, $450. 50 SL Deluxe sedan, $375. 


‘49 SL Deluxe sedan, $175. 


CHRYSLER—'53 Windsor sedan, $850; NY 


’61 NY 


sedan, $710. '52 NY sedan, $620*. 
$240. 


conv., $340*. ‘50 Windsor sedan, 
'49 Windsor sedan, $140. 

’53 Fire Dome (8) sedan, $755*. 
‘52 Fire Dome (8) sedan, $530. ‘51 Cus- 
tom sedan, $365, $280. ‘50 Custom se- 
dan, $310, $265. '49 Custom sedan, $210, 
$200, $175, $120. 
DGE — '53 Meadowbrook sedan, $450. 
'52 Coronet sedan, $540; conv., $430; 
Wayfarer sedan, $375. 


FORD—’54 Crest (8) Country Squire, $1,- 


OLDSMOBILE — '55 (98) 4-dr., $2,470*. 400; Custom (6) sedan, $920. °53 Cus- 
'53 (98) 4-dr.,; $1,325*; (88) Super 4-dr.,| - tom (8) sedan, $825, $725. '52 Main (8) 
$1,240*. '50 (88) 2-dr., $345*; (98) 4-dr., Ranch Wagon, $795; Crest (8) conv., 
$295*. $575*. °51 Custom (8) Victoria, $460*; 

PLYMOUTH—’'53 Cranbrook 4-dr., $605. Custom (6) sedan, $350. 

’52 Cambridge 4-dr., $395. '51 Cranbrook | LINCOLN—’52 Capri 4-dr., $850*. '51 Cos- 
Belvedere, $400, '49 Special Deluxe 4-dr., mopolitan sedan, $310. 
$180, $165. MERCURY—’54 sedan, $1,025. '53 sedan, 


$875. '51 sedan, $395, $380. 
$630. 


52 Rambler sedan, $490. 


OLDSMOBILE—’52 (98) sedan, $595*. °51 


NEW YORK CITY 


(Skyline Auto Auction, Sale every Tues- 


(Extremely cold weather kept the con- 
signment way down, but clean and sharp 
late model used-car were in strong de- 
mand and bringing firm prices, Rough 


(98) sedan, $420. ‘50 (88) sedan, $265. 


‘49 (88) sedan, $240; (76) conv., $140. 
PACKARD—’52 sedan, $530*. 
PLYMOUTH—’55 Savoy (8) 4-dr., $1,380. 


'54 Plaza sedan, $765. ‘53 Cranbrook 
sedan, $490; Cambridge sedan, $500. '52 
Cambridge station wagon, $560. '51 Cran- 
brook Belvedere, $380; sedan, $350; 


$550. 
OLDSMOBILE—’56 Super (88) Holiday 4-| BUICK—’54 Special Riviera, $1,400*. '53| autos way down. Sold 69 cars out of conv., $310. °49 Special Deluxe sedan, 
dr., $2,970* (ps); (88) Holiday 4-dr., Super 4-dr., $845*; Special 4-dr., $575. | 91 offerings.) $190, $155. 
$2,750°, $2,660*; coupe, §2,675* (ps), ’61 Super Riviera, $505*, $445*; 4-dr.,| BUICK—’55 Special 4-dr., $1,750. '53 Spe- | PONTIAC —'55 Star Chief (8) Catalina, 
$2,630* (ps), $2,625*. '55 (98) Holiday $450°. cial sedan, $880. '51 Special sedan, $450. $2,140°; 4-dr., $1,990*. '54 Chieftain (8) 








LIKE TO BECOME 
A SUNOCO DEALER ? 


A Sunoco dealership may be 
available in your community. 
Call our local office or write 
us direct: Sun Oil Company, 
Philadelphia 3, Pa. 








Motor Oil. 


FOUR reasons 


WHY SUNOCO IS 
SO POPULAR WITH 
MOTORISTS AND DEALERS 














Sun’s policy of making only one grade of gasoline: High-Test 
# Blue Sunoco, premium octane at regular gas price. 


Sun’s vigilance and forward looking actions in constant product 
= improvement are evidenced by its Powermates team for high- 
compression engines... Blue Sunoco gasoline and Sunoco Special 


Sun’s dealership policy against overlapping markets. Sunoco 
» dealers compete with other brands, not with each other. 


Sun’s bigger gasoline value per dollar brings Sunoco dealers 
= more customers...and with more customers come more oppor- 
tunities for more profits from oil, lubes, TBA. 


Philadelphia 3, Pa. 





SUN OIL COMPANY 


sedan, $975*. °51 Silver Streak (8) se- 
dan, $490*, °50 Silver Streak (8) sedan, 
$345. 

STUDEBAKER — ‘52 Commander Land 
Cruiser, $430. 


EBENSBURG, PA. 


(Ebensburg Auto Auction Co, Sale every 

Thursday, Prices are for sale of Dec, 1.) 
(Retail in this area, as in the rest of 
the nation, has slowed considerably. 
Prices and demand off slightly, Clean 
units and some late models moving well. 
Sold 61 cars out of 84 offerings.) 

BUICK—’54 Super Riviera, $1,485*. ’53 
Super Riviera, $1,165* (ps). '50 Special 
4-dr., $200*. '49 RM 2-dr., $180*; Super 
conv., $120*. 

CHEVROLET—’56 Bel Air (8) 2-dr., $2,- 
180* (ps). '53 Two-ten 2<dr., $725. ‘52 
SL Deluxe 2-dr., $520°. '51 SL Deluxe 
Bel Air, $495*; 4-dr., $345, $315*; 2-dr., 
$355; 2:ton cab and chassis, $365. '50 SL 
Special 2-dr., $240. '48 FL Aerosedan, 


$100. 
CHRYSLER — '51 NY club coupe, $440* 
$470* ; 


(ps). 50 NY 4-dr., $280*. 

DeSOTO — ’52 Custom (6) 4-dr., 

Fire Dome (8) 4-dr., $420* (ps). ‘51 
4-dr., $335*. °50 4-dr., $180, '49 4-dr., 
$160", 

DODGE—’51 Coronet 4-dr., $530*, $320; 
Wayfarer 2-dr., $300. '50 Coronet 4-dr., 
$335*. 

FORD—’'55 Custom (8) 2-dr., $1,380. ‘53 
Crest (8) Victoria, $850*; Custom (8) 
4-dr., $675*; Main (8) 2-dr., $510. '52 
Custom (8) 2-dr., $640*; Custom (6) 
2-dr., $490. 51 Custom (8) 2-dr., $410*, 
$340, $305. °50 %-ton pickup, $325; De- 
luxe (6) 2-dr., $145. °49 Custom (8) 
2-dr., $175. ’37 Deluxe 4-dr., $105. 

MERCURY— 54 Hardtop, $1,330. 50 2-dr., 
$240*. 

OLDSMOBILE—’56 (88) Holiday, $2,660*. 


'63 (98) 4-dr., $1,150*. ’50 (88) conv., 
$375*; 2-dr., $145*. 
STUDEBAKER — 50 Commander Land 


Cruiser, $140*. 
MISCELLANEOUS—’51 English Ford Con- 


sul, $200. 
DENVER 


(Denver Auto Auction. Sale every Fri- 
day. Prices are for sale of November 25.) 
(Good, Sold 137 out of 278 offerings.) 


BUICK—’56 Century Riviera 4-dr., §3,- 
125* (ps); Riviera coupe, $3,095* (ps), 
$2,950* °54 Super Riviera coupe, $1,6U5*; 
Special 2-dr., $1,265. °53 Special 2-dr., 
$165. '51 Special 4-dr., $380. ‘50 Super 
4-dr., $365. 

CADILLAC—'55 (62) Coupe de Ville, $4,- 
000* (ps); conv., $3,975* (ps), $3,935* 
(ps); (60) Fleetwood, $3,900* (ps); (62) 
coupe, $3,760* (ps), $3700* (ps); 4-dr., 


$3,555* (ps). ‘54 (63) 4-dr., $3,100* 
(ps). °53 (60) Special, $2,100*; (62) 
4-dr., $1,920* (ps). "52 (62) 4-dr., §$1,- 
240*. ’51 (62) coupe, $1,100*. 49" (62) 
4-dr., $675*. 

CHEVROLET—’'56 Bel Air (8) 4-dr. Hard- 
top, $2,550* (ps), $2,395* (ps); Sport 
coupe, $2,400* (ps), $2,380*; 4-dr., $2,- 
400* (ps), $2,350*, $2,270*, $2,145*; (6) 
4-dr., Hardtop, $2,375*, $2,295; Two- 
ten (8) 4-dr., $2,030, $2,025; (6) 2-dr., 
$1,895, $1,805; (8) 2-dr., $1,775. '55 Bel 
Air (6) Sport coupe, $1,780*; 4-dr., $1,- 
675*, $1,535; conv., $1,625*; (8) 4-dr., 
$1,750*, $1,460; Two-ten (8) 4-dr., §1,- 
660*; (6) 2-dr., 3 at $1,335, $1,300, 
$1,220; One-fifty 2-dr., $1,240; %-ton 
pickup, $1,475, $1,420, $1,400. '54 Two- 
ten 4-dr., $1,350; Del Ray 2-dr., $865; 
One-fifty 2-dr., $820; 4-dr., $760. *53 Bel 
Air 2-dr., $860; Two-ten conv., $725*. 


CHRYSLER—’56 Windsor Newport, $3,035* 
(ps); Nassau hardtop, $2,825*. '54 NY 
4-dr., $1,425* (ps). '53 NY 4-dr.. $905*. 

DODGE—’53 Coronet (8) 4-dr., $700. 

FORD—’'56 Victoria (8) 4-dr., $2,390*, 
$2,355*, $2,310*; (6), $2,320*; Fairlane 
(8) 4-dr., $2,310* (ps); Custom (8) 4-dr., 
$1,805*; %-ton pickup, $1,450. 55 Thun- 
derbird, $2,650*; Victoria hardtop, $1,- 
900*; Custom (8) Ranch wagon, 2 at 
$1,720; 4-dr., $1,575, $1,485, $1,445; 2- 
dr., $1,200; Fairlane (8) 4-dr., $1,650. 

LINCOLN—’53 Cosmopolitan coupe, §$1,- 
250*. '49 4-dr., $185*. 

MERCURY — '56 Monterey 4-dr., $2,643; 
Custom station wagon, $2,640. °54 Sun 
Valley, $1,595; Custom 2-dr., $1,200*, 
$1,180; sport coupe, $1,525*, $1,525; 
Monterey 4-dr., $1,480*; sport coupe, 
$1,525*. °53 Monterey coupe, $1,200, ‘52 
sport coupe, $825. 

OLDSMOBILE — ’'56 (98) Holiday 4-dr., 
$3,400* (ps); coupe, $3,300* (ps); Super 
(88) Holiday 4-dr., $3,175* (ps); 4-dr., 
$3,050* (ps); Holiday coupe, '$3,000* 
(ps), 2 at $2,900* (ps); (88) Holiday 
4-dr., $2,830*, $2.790*, $2.765*; Deluxe 
(88) Holiday 2-dr., $2,725*. °55 (98) 
4-dr., $2,390* (ps); (88) Holiday coupe, 
$2, 345°. $2,330*; Super (88) 4-dr., §$1,- 
975*. °53 (98) 4-dr., $1,150* (ps). 

PLYMOUTH—’'56 (8) Savoy 4-dr., $2,100*. 
‘50 4-dr., $170. 

PONTIAC—'56 Star Chief Catalina, $2,- 
850* (860) Catalina 4-dr., $2,420*; Cata- 
lina coupe, $2,400*. '55 Star Chief cus- 
tom 4-dr., $2,250* (ps); Catalina coupe, 
$2,070*; (870) 4-dr., $2,150*; Catalina 
coupe, $1,985*. '51 (8) 2-dr., $335*. ’50 
(8) 2-dr., $240*; 4-dr.. $170. 

WILLYS — '55 1-ton pickup, $1,410. ‘51 
Jeep, $450. 

MISCELLANEOUS—’56 GMC %-ton pick- 
up, $1,882". ’54 GMC %-ton pickup, $715. 


* * * 
— Auctions in Brief — 


MANHEIM, PA. 

Manheim Auto Auction. Sale every Fri- 
day (Dec, 2). In spite of snow and rain, 
we had a total of 252 cars listed for the 
hammer. Selling was excellent with a high 
percentage of sales being made, Many new 
dealers were in attendance again today as 
we sold 179 cars. 


WINDSOR, VA. 

Windsor Auto Auction. Sale every Thurs- 
day (Dec, 1). Today was the second larg- 
est sale this auction has ever had. Over 78 
percent of the cars registered, were sold. 


HARRODSBURG, KY. 
Blue Grass Auto Auction. Sale every 
Thursday (Dec. 1). Market steady 


clean cars still bring the high dollar. We © 
had a fair sale today with 70 cars selling — 


out of 106 consigned. 
MASON CITY, IA. 


Central States Auto Auction. Sale every q 
56s still dropping — 


Wednesday (Nov. 30). 
in price. ‘53s through '55s remain strong. 
Sold 137 out of 186 consigned. 


ACTON, MASS. 


Concord Auto Auction. Sale every Mon- 


day and Friday (Nov. 25-28). 
units out of 479. 


Sold 336 — 
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Highways & Safety ... 


S-D Day Disappoints; 
October Toll Is 3,920 


RAFFIC-DEATH totals for na- 

tional Safe-Driving Day (Dec. 
1) and for the month of October 
were revealed last week. 

The S-D Day figure was disap- 
pointing. The October toll was 
horrifying. 

S-D Day is the day on which 
the nation urges all motorists to 
be extra careful—to prove that 
the highway carnage CAN be 
reduced. President Eisenhower 
urged caution and his plea was 
repeated by newspapers, radio and 
TV stations, civic groups, adver- 
tisers and others. 

The result? Sixty-nine deaths 
across the nation—an increase of 
35.3 percent over the 51 killed on 
the first national S-D Day in 1954. 

* 


PONSORS of the program can 
find little solace in the fact that 
the toll was considerably less than 
the 102 deaths a day through Oct. 
his year. 
" Bat "the October slaughter far 
outweighs the disappointing rec- 

ord of S-D Day. During the 31 
days of October, 3,920 persons were 
killed in traffic accidents, accord- 
ing to the National Safety Coun- 

il. 

“That's an average of 5.27 persons 
an hour—more than one every 12 
minutes. 

It was the worst October since 
1937 when 4.119 died. It also was 
the worst single month in 166 
months. dating back to December, 
1951, when the toll was 4,140. 

* + 


1955 death total for 10 
months was 30.980, an increase 


Group Prepares 
20-Year Plan 
For Mich. Roads 


LANSING.—B ased on the as- 
sumption that motor vehicle regis- 
trations in Michigan will increase 
62 percent by 1975, the Automotive 
Safety Foundation“has prepared a 
20-year highway program for Mich- 
igan costing $5.7 billion. ' 

According to the Foundation, the 
program “provides the basis for a 
fiscal plan geared to the economy 
of the state and designed to meet 
the essential highway transporta- 
tion requirements.” 

Citing the need for a new high- 
way program, the Foundation 
noted that the number of motor 
vehicles registered in Michigan in- 
creased between 1946 and 1954 from 
1,603,000 to 2,816,000, or 74 percent. 
Travel in this period increased from 
16 billion miles annually to 27 bil- 
lion miles. 

Although the road and _ street 
needs were grouped in four pe- 
riods of five years each, accord- 
ing to their present degree of in- 
adequacy. it was found that most 
of the improvements were needed 
in the next 10 years. 

Of the total funds required, $4.5 
billion was allocated for state 
trunklines, county primary roads 
and major city streets and $1.2 bil- 
lion for local county and city roads. 


lowa Speed Limit 
Set by Official 


Despite considerable controversy, 
Towa Public Safety Commissioner 
Clinton Moyer has announced a 65 
mile-an-hour night speed limit on 
the State’s highways. 

The controversy of the ruling 
arises over the legality of the rul- 
ing because the Iowa legislature 
has refused several times to enact 
either a day or night speed limit. 

Moyer bases his action on the 

State highway law which provides 
that “no person shall drive a motor 
vehicle on the state’s highways at 
& Speed greater or less than is rea- 
sonable and proper, always being 
certain that the vehicle can be 
stopped in the assured clear dis- 
tance ahead.” 
He said several tests have proved 
that any driver going 65 miles-an- 
hour at night is overdriving his 
headlights and cannot stop within 
the assured clear distance ahead. 


of 7 percent over 1954. 

Eleven states have succeeded in 
reducing fatalities this year, led by 
Idaho which is 18 percent below 
1954, 

Others in this group are Ari- 
zona, Minnesota, Wyoming, Kan- 
sas, New Mexico, Iowa, West 
Virginia, New Jersey, Nebraska 
and Florida. 

Wyoming joined the list in 
October while fatalities in Mary- 
land and Arkansas pushed those 
states out of the lower-than-’54 
class. 

Syracuse and Seattle continued 
their excellent safety records in 
October despite the national death 

se. 


* * * 


YRACUSE has cut its traffic 
fatalities 54 percent since last 
year and Seattle is down 51 per- 
cent. Other cities of 200,000 which 


Ee Sytside rear-v 


are at least 20 percent below 1954 
are Dallas, Tampa, Fla.; Memphis, 
St. Paul and Norfolk, Va. 

In all, 188 ef 489 reporting cities 
had fewer deaths in the 10-month 
period than in 1954, the Safety 
Council said. 


Perfect October records were 
reported by 317 cities. The three 
largest were Miami, Syracuse and 
Spokane. Syracuse also had a 
perfect record in September. 
The largest of 87 cities maintain- 
ing perfect records for 10 months 
were Medford, Mass.; Muskegon, 
Mich., and LaCrosse, Wis. Sioux 
City, Ia., and Tucson, Ariz., dropped 
off the perfect list in October. 
The three leading cities in each 
population group at the end of 10 
months, ranked according to the 
number of deaths per 10,000 regis- 
tered vehicles, were: 


Reg. 

Over 1,000,000 Population 
Detroit, Mich. .................0.0000 3.1 
Los Angeles, Calif. ..... 3.3 
Philadelphia, Pa. ...................... 3.6 





150,000-1,000,000 Population 


St. Louis, Mo. ........0...0.00000. 2.8 
Clevelamd, Qo oi.......ccececceceeeseeees 2.9 
San Francisco, Calif. .............. 2.9 


See ceeeereeerercensescesoees 


, featured 


on 1956/Cadillacs, 1s easily adjusted to 


driver's liking 





T-3 Safety-Aim Headlamps, Safety-Aimers 


fr@m inside the car! 


Autronic-Eye Automatic Headlight Control 





Kingsport, Tenn. ........................ 0.0 
Klamath Falls, Ore. ................ 0.0 
Napa, WT abarapesieelnceapoageedlainas 0.0 


lowa to Widen Roads 


The Iowa State Highway Com- 
mission will widen 700 to 800 miles 
of 18-foot pavement to 24 feet in 
1956, spending $18,827,000 for the 
work. It also will build or widen 
150 bridges and lay 338 miles of 
new pavement. 








New car prospects can see at a 
glance that Guide products make 
driving a lot easier and more 
enjoyable . . . much safer, tool 


Easily demonstrated advantages 
make them plus features for every 
car on the floor . . . plus profit 
makers for every sale! 


Safety Citation— 


One of industry's highest-ranking safety 
citations, the Award of Merit, is presented 
to James D. Abeles, president, Purolator 
Products, Inc., Rahway, N. J., right, by 
Robert A. Brooks, safety engineer, Liberty 
Mutual Insurance Co., Boston. The award 
is for 1,036,476 hours worked by Purola- 
tor employes without a lost-time accident. 
It is the second citation for the firm within 
a two-year period. 








Guide is continually introducing 
new developments for better driv- 
ing vision. Manufacturer, dealer, 
and buyer can look to Guide 
for the best buys in sight! 
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Combination Spot Lamp, Rear-View Mirror 


Glareproof Inside Rear-View Mirror 


PRODUCTS FOR SAFER VISION ... BY GUIDE LAMP DIVISION OF GENERAL MOTORS ... ANDERSON, IND. 
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MOST 


efficient bins money can buy 


BORROUGHS 















SLIDING SHELVES 
adjustable without bolting 





SNAP IN DIVIDERS 
snap in any place on shelf 


Borroughs flexi Bins have many outstanding features! Here are 
a few! Shelves are adjustable without bolting, and slide on 
1%” centers... AND CAN BE MOVED EVEN WHEN LOADED... 
dividers snap in any place, and labels travel with dividers... 
tray partitions slide into place in slots placed at regular intervals. 
You need no bolts, nuts, screws or tools to rearrange Borroughs 
flexi Bins. You save time and money from the first day of their 
installation! 


Borroughs “delivers the goods” 
from survey to installation 





Prompt delivery service Efficient installation service 


BORROUGHS MANUFACTURING COMPANY 


A SUBSIDIARY OF THE AMERICAN METAL PRODUCTS COMPANY OF DETROIT 


3026 NORTH BURDICK ailip KALAMAZOO, MICHIGAN 


@mp Plants and other Subsidiaries: (American Metal Products Co.—Detroit, 
Michigan—Union City, Tennessee) (AllianceWare, Inc.—Alliance, Ohio— 
Kilgore, Texas — Colton, California) (General Spring Products, Ltd. — 
Kitchener, Ontario, Canada) (Tube Reducing Corp.—Wallington, New Jersey) 


Manufacturers of quality products for automobiles, trucks, aircraft, offices, factories, warehouses, and homes. 





Ohio Firm Built 


Prototypes for 
New Continental 


CINCINNATI.—Prototypes of the 
Continental Mark II, new car of 
Ford Motor Co., were built in Cin- 
cinnati by Hess & Eisenhardt Mfg. 
Co., 79-year-old custom body 
builder, it was revealed last week 
by John M. Reinhart, chief stylist 
of the Continental division. 

Reinhart told the Cincinnati 
Chapter, Society of Automotive En- 
gineers, that the cars produced by 
Hess & Eisenhardt incorporated all 
major chassis components of the 
Continental Mark II. They were 
used to test ride, handling and drive 
line operation. 

Reinhart described the develop- 
ment of the Continental Mark II 
as an “evolutionary process” rather 
than an attempt to “bridge the gap 
between the Lincoln Continental 
and the new car in one fell swoop.” 
Continental stylists, working from 
the 1948 Lincoln Continental, first 
developed a design that might have 
been a 1950 Continental, he said. 
They then styled a possible 1953 
Continental and finally arrived at 
@ more modern design suitable for 
the Mark II. 

Hess & Eisenhardt, Blue Ash Rd., 
Rossmoyne, builds and manufac- 
tures hearses and ambulances — 
mostly on Cadillac chassis. 

In June, the company entered 
into an agreement to produce Cadil- 
lac station wagons on customer 
order. At that time, Hess & Eisen- 
hardt had an order for six 12- 
passenger custom-built station wag- 
ons to be delivered to the Broad- 
moor Hotel, Colorado Springs. 

In 1953 the local company pro- 
duced a green and cream Cadillac 
convertible 24 feet long for King 
Ibn Saud of Saudi Arabia, who, in 
1951, purchased a fleet of 20 custom- 
made limousines from Hess & 
Eisenhardt. 


Chrysler Stages 
119 Sales Parleys 


DETROIT.—Chrysler division 
has completed a series of dealer 
sales conferences in 119 cities 
which were de- 
signed, according 
to E. M. Braden, 
general sales 
manager, “to 
show our dealers 
how to expand 
their sales in 
their areas, insur- 
ing greater prof- 
its through great- 
er volume.” 

At the meetings 
division exe- 
cutives taught dealers and sales- 
men how to use the new Chrysler 
and Imperial sales kit, called the 
12-unit showroom sales center. 

The kit consists of operating rep- 
licas of many Chrysler and Impe- 
rial features such as LifeGuard 
door latches, center, plane brakes 
and pushbotton automatic trans- 


Delco to Expand 


Plant Capacity 


ANDERSON, Ind.—Delco-Remy, 
with a new battery plant under 
construction at Olathe, Kans., has 
announced additional expansion of 
its Muncie (Ind.), New Brunswick 
(N. J.) and Anaheim (Calif.) 
plants. 

H. D. Dawson, general manager, 
said the expansion is a phase of 
the half-billion dollar program an- 
nounced by General Motors in 
June. The overall expansion pro- 
gram will increase plant capacity 
of Delco battery plants by some 30 
percent and is scheduled to be com- 
pleted by mid-year of 1956, Dawson 
said. 


Elkes Pontiac Building: 
Triangular Auto Center 


TAMPA, Fla.—Elkes Pontiac Co. 
is building three glassed-in show- 
rooms on a triangular 39,000-square- 
foot site between Henderson, Dale 
Mabry and Inman avenues. 

The $100,000 development also in- 
cludes offices and a 150-car used-| 
car lot. 


E. M. Braden 
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WE ARE PLEASED TO ANNOUNCE THAT 


MR. WALTER E. AUCH 


HAS BEEN NAMED ASSOCIATE MANAGER 
OF OUR DETROIT OFFICE 


BACHE 


& Co. 


Founded 1879 


MEMBERS NEW YORK STOCK EXCHANGE 


AMERICAN STOCK EXCHANGE 


TORONTO STOCK EXCHANGE 


OTHER LEADING STOCK AND COMMODITY EXCHANGES 
PENOBSCOT BUILDING, DETROIT 26 


TEL: WOODWARD 2-3530 
JULIUS RUBINER, MANAGER 


MAIN OFFICE: 36 WALL STREET, NEW YORK 5, N.Y. 
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UNDERWOOD SUNDSTRAND ADDING MACHINE IS 


The Complete Adding Unit 


All Underwood Sundstrand Adding Ma- 
chine Models handle forms as well as 
e. Enables you to write the rec- 
and do the addition at the same time: 








e@ Prepares duplicate monthly accounts receivable statements for 
ledgerless bookkeeping; balances pen and ink accounts re- 


ceivable records simultaneously. 

@ Prepares duplicate bank deposit slips faster with more accuracy. 

@ Prepares employee payroll earnings statements, in duplicate, 
and computes net pay simultaneously. 

@ Does all the regular adding, subtracting, multiplying and 
dividing you should expect from a complete adding machine. 

Call your Underwood Office for a demonstration of the 
complete adding unit for your own requirements. 


UNDERWOOD 





CORPORATION 


ONE PARK AVENUE, NEW YORK 16, N. Y. 


@ Merchandising Aids Available 


@ Composite Picture of Service Family 


@ List of “Blue Chip’ Advertisers 


@ Successful Mail Order Advertising 

@ Growth of the “Times” Publications 
@ The “American Week-end” in Europe 
@ "Times” Advertising & Service Offices 


‘ARMY TIMES PUBLISHING CO. 
41 E. 42nd Street Dept.£ 
New York 17, New York 


Please send me a free copy of “Timely Facts". 
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GET THIS FREE BOOK! 


Gives FACTS on... 


@ A Market of Over 5 Million Consumers 
@ More Than 11,000 Retail Outlets 

@ Tremendous Total Purchasing Power 
@ Endless Streams of New Prospects 
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GM President Defends Corporation’s Setup eee 


Full Curtice Statement to Probers 


(Continued from Page 24) 


portant results for the nation. I 
refer to General Motors’ role in 
defense production. 


Prior to our country’s involve- 
ment in World War II, when it 
became obvious that America 
would have to look to her de- 
fenses, General Motors assigned 
to a top management study com- 
mittee the task of working out 
guide lines for the most effective 
possible enlistment of our know- 
how, skilled manpower and facili- 
ties in the war effort. 

The committee recommended, 
and we adopted, certain policies 
which I will summarize as follows: 

1. Cooperate actively with the 
Government in planning the pro- 
duction of defense products. 

2. Endeavor to assume the cor- 
poration’s share of the defense pro- 
duction load. 

3. Endeavor to obtain contracts 
for the more complicated defense 
products. 

4, Concentrate GM _ production 
facilities on the most difficult parts 
of these products. 

5. Subcontract to the largest ex- 
tent practical as much as possible 
of the balance of component parts. 


6. Spread the work among plant 
locations so as to protect employ- 
ment, within the limits of efficiency 
in production and use of facilities. 

7. Accept contracts of whatever 
type that may be mutually agreed 
upon with Government agencies. 

8. Limit its profit margin on war 
work to one-half its normal profit 
margin on civilian goods. 

* * + 

S THE largest producer in the 

country of technically complex 
products made of metal, General 
Motors naturally was assigned 
heavy engineering and production 
responsibilities both in World War 
II and during the Korean emer- 
gency. 

In World War II all commer- 
cial production was halted and 
all our plants converted to the 
manufacture of weapons and 
other war material for the Gov- 
ernment. Most of these military 
products were entirely unrelated 
to our commercial products, pre- 
senting completely new and un- 
familiar production problems. 

General Motors earned a repu- 
tation with the Armed Forces of 
being an efficient, low-cost, on- 
schedule producer of high-quality 
products. 


The following representative list | 


of war material turned out by Gen- 
eral Motors for the Armed Forces 
during the Second World War in- 
dicates the magnitude of our as- 
signments: 

198,000 diesel engines for 
Army and Navy use, 
primarily in tanks and 
landing craft; 
airplane engines, in- 
cluding jet propulsion 
engines; 
complete bomber and 
fighter planes; 
aircraft propellers; 
aircraft gyroscopes; 
tanks, tank destroyers 
and armored vehicles; 
trucks, including am- 
Phibious “Ducks”; 
cannon; 
machine guns and sub- 
machine guns; 

3,142,000 carbines; 
3,826,000 electric motors of all 
kinds; 
11,111,000 fuses; 
360,000,000 ball and roller bear- 


206,000 


13,000 


97,000 
301,000 
38,000 


854,000 


190,000 
1,900,000 


ings; 

119,562,000 shells; 
39,181,000 cartridge cases, and 
many other products. 
The value of all General Motors 
™ Products delivered to the Govern- 
j ment during the years 1940-1945 
was $12,319,000,000. In comparison, 
the value of U. S. lend-lease ship- 


ments to the Soviet Union was $11 
billion. 


: During the Korean emergency, 
General Motors produced turbo- 
jet and turbo-prop aircraft en- 
gines; light and medium tanks; 
high performance fighter air- 
craft; bombing navigational com- 
puters; gun-bomb-rocket sights; 
anti-aircraft fire control systems; 


tank transmissions, shells, cargo 
carriers, trucks, cannon and a 
variety of other items—most of 
which again were entirely foreign 
to our commercial line of prod- 
ucts. Again we met delivery 
schedules, quality standards and 
maintained our record as a low- 
cost producer. 

Here is the record of General 
Motors defense business between 
1948 and the end of 1952. During 
this period General Motors received 
prime contract assignments from 


the Department of Defense to pro-' 
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duce defense material valued at 
$5,685,000,000. 

Taking into account unfilled or- 
ders at the beginning of the period 
as well as contract terminations 
and price adjustments, this left 
$3,073,000,000 in unfilled orders at 
Dec. 31, 1952, all as detailed in 
Chart VII. 

» * 


* 
HE record of the years 1953, 
1954 and the first nine months 
of this year is entirely different. 
Practically all of the business 
awarded General Motors during 
this period represented additions 


IRON 


12, 1955 


to projects already in production 
| prior to Jan. 1, 1953 — in other 
words, repeat business. 

New projects assigned to Gen- 
eral Motors by the Defénse Depart- 
ment during the period Jan. 1, 1953- 
Sept. 30, 1955, had a value of only 
$16,383,000, or less than one percent 
of total orders received in this 
period. During the same period of 
two years and nine months, cancel- 
lations amounted to $584 million. 

Unfilled orders declined from $3 
billion at the end of 1952 to $635 
million at Sept. 30, 1955. Details of 
defense business for 1953, 1954 and 
the first nine months of the current 
year are shown in Chart VIII. 

Chart IX shows General Motors 


defense deliveries, by quarters, 
for the year 1940 through the 
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ONE OF THE NATION'S 
LARGEST AND MOST MODERN 
PRODUCTION FOUNDRIES 


ESTABLISHED 


1866 


47 


third quarter of 1955. It illus- 
trates most graphically that we 
delivered the goods when they 
were needed. 

(Charts VII, VIII and IX, dealing 
with defense business, are not re- 
produced in Automotive News.) 

* * * 


V. Results of General 


Motors’ Growth 


O FAR I have analyzed the rea- 
sons for General Motors growth, 
our organizational set-up and the 
inquiring mind approach, and have 
indicated how that combination has 
worked to produce “more and bet- 
ter things for more people.” . 
I would now like to analyze 
briefly what this phrase means 
(Continued on Page 48, Col, 1) 


THE WHELAND COMPANY 


FOUNDRY 


DIVISION 


MAIN OFFICE AND MANUFACTURING PLANTS 


CHATTANOOGA 2, TENNESSEE 


\ 





| 
| 
| 


Pee na Saha AD 


ee cae nen, - 
* eae 


Pee ee a 





48 


AUTOMOTIVE NEWS, DECEMBER 12, 1955 


GM President Defends Corporation’s Setup 6p 


Full Curtice Statement to Probers 


(Continued from Page 47) 


from the standpoint of our cus- 


tomers. 
+ * * 


1. Benefits to Automotive 


Customers 


i AM sure Senator O’Mahoney 
will recall that in December 
1948 General Motors appeared be- 
fore the Subcommittee on Profits 
of the Joint Committee on the Eco- 
nomic Report, of which body he 
was a member. 

As part of our statement we 
submitted an illustration of prog- 
ress General Motors had achieved 
for customers, based on a com- 
parison between a 1929 Buick car 
and a 1948 Chevrolet. The point 
was made that the 1948 car was 
a better car and represented 
much more value for the cus- 
tomer’s dollar than the car of 20 
years before. 

We were most gratified to note, 
Senator O’Mahoney, that in the 


subcommittee’s session on the day 
following our appearance, you ex- 
pressed yourself as having been 
“very much impressed” by our 
comparison. 

You called our exhibit to the at- 
tention of a witness representing 
another company and asked him 
whether he did not think it was 
“,..@ pretty clear demonstration 
that modern technology has re- 
sulted in producing far more per 
dollar than was ever produced be- 
fore by industry.” 

That comparison encompassed a 
period. of 20 years, 1929 to.1948. The 
pace of progress has been acceler- 
ating at. an even faster rate due to 
the pressures of aggressive com- 
petition. I should like to demon- 
strate this on a factual basis. 

Today’s counterpart of the Chev- 
rolet we brought to Washington in 
1948 is the 1956 150 series, six-cyl- 
inder four-door sedan. Here are the 
more significant improvements we 


THE GREAT 


GILDERSLEEVE 


A PRE-TESTED 
TV SYNDICATED 
FILM SERIES 
THAT WILL BUILD 
SHOWROOM TRAFFIC! 



























have been able to offer to our cus- 
tomers since then. 
The larger, more efficient and 


more powerful engine provides bet- |’ 


ter maneuverability in traffic. The 
compression ratio: is up from 6.5 to 
8.0 to 1, Fuel economy is improved, 
from 22.7 to 25.2 miles per gallon 
at 30 miles per hour. Also, dura- 
bility has been bettered. 
of * * 
1956 Chevrolet is wider, 
lower and heavier, and provides 
the owner a much more comfort- 
able ride than did the 1948. 

This 1956 car is roomier. Shoul- 
der, hip and-leg room, both front 
and rear, have been increased. 
Upholstery materials are of better 
quality. Glass area is substantially 
larger for better vision—an impor- 
tant safety factor. 

As in 1955, the 1956 Chevrolet 
has the panoramic windshield. 
This was made available for the 
first time on the 1954 models of 
our three higher-priced lines. 


NUMBER OF YEARS OM CAR DEALERS 
HAVE HAD THEIR FRANCHISES 
AS OF SEPTEMBER 30. 1955 


PERCENT OF TOTAL 





CHART Vi 
* * * 


technological advances have been 
the most rapid at any time in our 
history. We have introduced such 
outstanding features as improved 
higher -compression V-8 engines, 
improved automatic transmissions, 


In this eight-year period our | power steering, power brakes, auto- 


favorite for years. 


NBC Film Division. 





Buying a car is usually a family decision, and 
THE GREAT GILDERSLEEVE has been a family 


After 13 great seasons on radio, selling for the 
same sponsor, Gildersleeve came to TV. It was sneak- 
previewed on the entire NBC Television Network. 
25,000 enthusiastic fan letters immediately hailed 
the show as a comedy triumph. 

This is the great, new comedy TV show with a 
big-name personality that you can merchandise in 
your market with the strong, all-out support of the 


Let 39 episodes of THE GREAT GILDERSLEEVE 
help you increase showroom traffic and sell more 


cars. For availabilities, write, wire or phone your 


Serving ALL Sponsors. . 


30 Rockefeller Plaza, New York 20, N. Y. 
Merchandise Mart, Chicago, Ill. 
Sunset & Vine, Hollywood, Calif. 
In Canada: RCA Victor, 225 Mutual St., Toronto 
1551 Bishop St., Montreal 


NBC Film Division representative NOW! 


NBG FILM DIVISION 


. Serving ALL Stations 


matic window lifts and automatic 
seat adjusters. 

Today all of these are available 
to the buyer in the lowest-priced 
field. Eight years ago many were 
not available even to the Cadillac 
owner. To me this record repre- 
sents a truly fine example of mak- 
ing “more and better things for 
more people.” 

This kind of progress has been 
achieved by all our car divisions. 
All GM customers today get a 
greatly improved car and substan- 
tially more for their dollars than 
they did eight years ago. That is 
what we mean by improving value. 

Value is what customers weigh 
in choosing a car. In our industry’s 
competitive scheme of things price 
is only one of several factors the 
customer considers. It is one ele- 
ment in the value equation. 

* * * 


INCE the subject of General © 


Motors pricing policies and 
practices is of substantial interest, 
I am going to outline them. 

General Motors pricing proce- 
dures have been set forth publicly 
on many occasions since the early 
1920s when they were first. estab- 
lished. While the underlying prin- 
ciples of these procedures are 
relatively simple, their application 
is necessarily extensive and com- 
plex in practice since they are con- 
cerned with the costs of the thou- 
sands of materials and. parts which 
we buy and make and with the 
manner in which overhead costs 
are distributed by product lines. 

It is obvious that unless a man- 

ufacturer can sell his products 
for more than it costs to produce 

them, he. wilt soon cease to be a 
manufacturer. Therefore, the de- 
termination of probable costs. is 
most important. ' 

Direct unit costs of production 
(direct labor and material) must 
first be calculated. The indirect or 
overhead costs, however, even 
though determinable in the aggre- 
gate for any given period of time, 
must in the end be reduced to a 
cost per unit. This means that over- 
head costs must be allocated to 
each unit sold to recover the total 
of all such costs. 

At this point there is a large 
unknown. What is the future vol- 
ume of sales over which these 
costs must be distributed to assure 
their full recovery provided com- 
petitive conditions permit? 

In a period of low volume, a 
manufacturer who attempts to re- 


cover his entire overhead costs out. 


of the unit selling price will price 
himself out of his market. 

On the other hand, if he dis- 
tributes his overhead costs on the 
basis of a temporarily high level 
of demand, he will mislead himself 
as to his real average unit cost and 
thus fail to recover them. This is 
to say that indirect costs or over- 
head must be pro-rated on the basis 
of an average volume in relation 
to capacity and the anticipated 
market. 

OK * *~ 
MANUFACTURER will soon 
be in a very precarious posi- 

tion if all he does is recover his 
total costs without making a profit 
on his operations. His position is 
further aggravated when the cost 
of replacing his capital equipment 
and tools is greatly increased by 
inflation. He will be unable to 
finance the continuous development 
of his product so necessary in to- 
day’s markets. 

So it becomes essential for him 
to run his business efficiently not 
only in order to recover his costs 
but also to make a profit so that 
the business may grow and prosper. 

But no manufacturer can make 
the decision as to price without 
regard to competitive prices and 
the wishes of his customers. If 
his price is too high relative to 
the prices charged by his com- 
petitors, he will lose volume and 
slip behind in the competitive 
struggle. 


Our practice has been to set — 


prices that are fully competitive 
and which we hope will be attrac- 


tive to our customers. Then we try © 
to increase our profit by reducing ~ 
our costs below what we had cal- — 


culated they might be with no cer 


tain knowledge as to what the ~ 


volume would be on each line. 
Chart X compares on an index 


basis the year-by-year list prices ~ 


of four-door sedans, the largest 
selling model, as published by all 
companies 
chart clearly shows that our prices 
(Continued on Page 49, Col. 1) 
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have increased less since 1941 than 
have those of our competitors and 
compare even more favorably today 
than before the war. 

The only way that a company 
like General Motors can even stay 
where it is competitively is to work 
as aggressively as possible to bet- 
ter its position. To relax for a 
moment would be only to lose posi- 
tion. For a period of four years in 
the early 1920s, one company sold 
between 55 percent and 60 percent 
of all automobiles in the American 
market. 

It offered the lowest-priced car 
in the industry, yet could not with- 
stand the competitive drive of other 
companies. This could happen 
again. Therefore, there can be no 
compromise between full, aggres- 
sive competition and loss of com- 
petitive position through any 
tendency to rest on one’s laurels. 

* x * 

ENERAL MOTORS has no as- 
G sured markets. We have no 
protection against competition. Nor 
do we have any guaranteed rate of 
return on our capital. We buy our 





materials and parts in the same 
markets as our competitors and at 
comparable prices. We pay at least 
the same wages for equivalent labor 
as they do. The equipment we pur- 
chase is equally available to them 
at the same prices. 

When one producer makes a 
higher return on his investment 
than others while selling at com- 
petitive prices, and paying the 
same wages and prices for mate- 
rials as his competitors do, his 
higher return on capital is a 
mark of his greater efficiency. 
That is the function of profits in 
a free economy—to reward effi- 
ciency and act as an incentive 
to producers to keep on being 
efficient. 

The automobile industry from its 
very inception has been most in- 
tensely competitive. It is even more 
competitive today than at any time 
in its 50-year history. 

In this industry -competition 
means aggressively seeking the 
favor of the customer. At one time 
or another some 2,700 different 
makes of cars have been on the 
market. Today a bare handful of 
those original 2,700 survive. The 
others have vanished. Why? Be- 
cause their products did not have 
sufficient appeal to this one per- 
son—the customer. 

In General Motors we have been 
successful in winning the votes of 
customers because we not only| 
have priced competitively but also 
have constantly striven to build 
greater values into our products. 
Each year our cars offer more for 
the money than the year before. 
Each year we seek to make them 
leaders in performance, economy, 
quality, appearance, comfort and 
safety. 

This striving for improvement is 
a particularly outstanding element 
of competition in our .industry— 
much more so than in most other 


industries. 
* * x 


2. Benefits to Other 


Customers 


USTOMERS for our household 

appliances, diesel engines and 
other products have also partici- 
pated in the benefits of our techno- 
logical progress. For instance, the 
price per cubic foot of an average 
Frigidaire refrigerator was $78- in 
1922 as against $34 far a much 
improved product in 1955. On a 
constant dollar basis the latter fig- 
ure is reduced to $21. 

To own and operate a Frigidaire 
refrigerator in 1925 cost $26 per 
year per cubic foot against $4 in 
1955, or $2.50 on a constant dollar 
basis. These comparisons assume 
a ten-year lifespan in each instance, 
and reflect of course the reduction 
In cost of electricity that has taken 
place. 

It is estimated that 41,400,000 
American homes, or 92 percent 
of all those wired for electricity, 
have electric refrigerators. Some 
12,600,000 homes now have auto- 





matic washing machines and 


nearly 4,000,000 dryers. These 
appliances were largely unknown 
in most homes a generation ago. 
We are quite certain that prog- 
ress in making the American home 
an even better place in which to 
live, and a better place for our 
homemakers to manage, will come 
still more rapidly in the future. 
In 1933 General Motors pioneered 
the two-cycle, light-weight diesel 
engine for locomotives. In that 
year the railroads had 51 thousand 
steam engines in operation. By 
1954 there were fewer than five 
thousand steam engines in service. 
The other 46 thousand had been re- 
placed by 23 thousand diesels. 


This dramatic reduction in total 
number of units required has oc- 
curred despite the fact that gross 
ton miles transported by the rail- 


roads has almost doubled over this 
span of years, with each freight 
diesel locomotive unit performing 
3.4 times the work of one steam 
locomotive. Today,! diesel engines 
account for 86 percent of all pas- 
senger traffic and 84 percent of all 
freight traffic. They account for 90 
percent of all switcher hours. 
* * * 


ASED on Interstate Commerce 

Commission records, diesel lo- 
comotives are saving 600 million 
dollars a year in fuel and mainte- 
nance costs alone. This figure does 
not take into account any of the 
very substantial savings realized 
through elimination of supporting 
services that were required for 
steam locomotives. 

It is estimated that since 1940 
the railroads have saved through 
dieselization more money than the 
manufacturers received for their 
locomotives in the first place. In 
addition, the railroads have been 
able to give their customers great- 
ly improved service. 

Railroad officials freely admit 
that the present healthy financial 
status of their industry can be 
attributed largely to the diesel 
locomotive. 


Mr. James M. Symes, president 





of the Pennsylvania Railroad Co. 
stated recently: 


“The greatest single contribution 
to the economic and efficient opera- 
tion of our railroads during my 40 
years of association with the in- 
dustry has been the development 
of the diesel locomotive. We all 
know the important part General 
Motors has played in that devel- 
opment. Today they have 23 mil- 
lion horsepower operating on our 
railroads in more than 16,000 diesel 
units, some of which have made 
between 2% and 3% million miles 
and are still on the road perform- 
ing quite satisfactorily. I would 
guess that this development alone 
is saving the railroads a minimum 
of $500 million a year—with initial 
investments being paid off in three 
to four years.” 


The lightweight diesel in small 
sizes also has mad possible prac- 
tical, efficient railroad passenger 
car air-conditioning. It has stimu- 
lated the development of an en- 
tire new industry—the frozen food 
industry—by providing dependable 
low-temperature refrigerator car 
service. 

* * * 


N scores of other industries and 
activities the diesel has provided 
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a flexible, reliable source of power. 
It has given the nation new mus- 
cles to cut its timber, drill its wells, 
clear and plow its fields, propel its 
ships and turn the wheels of its 
machines. 


Nowhere are these new muscles 
more important than in the build- 
ing of our highways. Without 
diesel power it would be impossible 
to construct, at a cost the nation 
could afford, the new super high- 
ways which we need so badly. 


Diesel power is vital to national 
defense—both as a prime mover for 
ships, landing craft, trucks and 
heavy-duty vehicles and as a source 
of auxiliary power. The nation was 
extremely fortunate in having this 
product and production facilities 
readily available at the start of 
World War II. 

The Navy alone at the end of 
the war had more diesel power 
in operation than the total horse- 
power of its entire fleet at the 
beginning of the war. General 
Motors furnished 84,000 engines 
just for landing boats. 

The role the modern, lightweight 
diesel engine has assumed in our 
nation’s industrial and economic 
life was dramatically illustrated by 

(Continued on Page 50, Col. 1) 








Attractive, Long-lasting ! 
Gleaming white enamel finish, rugged steel 
frames. Extra long rollers with bi-level 
design eliminates pinching and scuffing of 
hose, extra long outlet slot increases 
working radius with less strain on hose. 


Powerful! 


Highest quality spring supplies 
tremendous reserve power! Smooth- 
action exclusive “floating” hub has safety 
lock to prevent spring from breaking 
if hose is released abruptly. 


Trouble-free! 

New design inlet hose and swivel 
connection assures dependable 
performance. Deep-winding sheave 
prevents jamming and jumping 
of hose. No pinching, 
binding or rubbing. 
SFR 


Safe! Easy Maintenance! : my 
Reel slides in channel... safety catch 
locks it securely. Permits all normal 
maintenance without once removing . ST 

reels from ceiling |! : 


© Completely New Design! 
© New Ease of Installation and Maintenance! 
© New Eye-catching Beauty—More Compact! 
© New Control Valves and Meters! 


Never before have any hose reels offered so many advan- 


tages that you’ve wanted. The all-new Alemite Hose Reels 
can be installed so easily that one man can do the job. And 
you never once have to remove the reels from your ceiling 
for normal maintenance. New spring design assures smooth, 
steady tension for easier operation. You can work reels with 


just half the effort formerly required. New fast latching fea- 


ture stops reel at exactly your desired working length. 


Improved Alemite Hose Reels deliver chassis or gear 
lubricants, motor oil, automatic transmission fluid, air and 


water. Hose is always clean, out of the way when not 
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every operation in your service department 
going smoothly with Alemite! 


Ask your Alemite representative for complete information — today! 
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our Powerama exhibit last Septem- 
ber at Chicago. Nearly 2% million 
people visited this show. I believe 
this is encouraging evidence that 
the public generally is interested 
in industrial progress and has a 
keen appreciation of what it means 
to all. 

Earlier I commented on the con- 
tribution by Allison division to the 
nation’s supremacy in the air dur- 
ing World War II and the Korean 
war. Allison is continuing work on 
many important phases of turbo- 
jet and turbo-prop engine develop- 
ment. The Armed Forces rely 
heavily on this organization’s tech- 
nical know-how. Security require- 
ments preclude more details. 

Members of this committee will 
be interested to know that Allison 
division has under way a program 
which will involve $75 million of 
our own funds to expand its engi- 
neering, research development and 
testing facilities, and to provide for 
the development of forward prod- 
ucts to meet future needs of the 
Armed Forces as we anticipate 
them. 

Allison’s recent achievement in 
qualifying its turbo-prop engines 
for commercial airline use promises 
to establish new high standards of 
comfort and speed in air travel. 
It will most definitely help retain 
world leadership in civil aviation 
for our: country’s airlines. 


are highly individualized, all five 
car divisions utilize but three 
basic lines of body shells pro- 
duced by Fisher. From these basic 
shells ind is achieved 
for each division through exten- 
sive modification of certain ele- 
ments. 


We make more of our own prod- 


some 300,000 men and women. 
Our other products are marketed 
through additional thousands of 
retail outlets. 

These groups — employes, share- 
holders, dealers, suppliers—and the 
general public as well—have shared 
in the success of General Motors. 


We have rea:on to believe that 


uct components than any other/ we are regarded as a good indus- 
producer in the industry, and prod-| trial citizen in each of the 65 
ucts of one division frequently go| communities where we have plants. 
into varied products of other divi-| We follow the practice of assuming 
sions such as automobiles, diesel} our share of community responsi- 
engines, household appliances and_| bility. 


defense items. 


Our local executives accept lead- 


Just as the individual GM divi-|eTship in civic programs such as 
sions depend on each other, so does| Community chest drives and the 
the whole structure of General|!ike. I am certain there is not a 
Motors rest on the strength and community in which we are repre- 
success of each. The highly success- sented that has not gained substan- 
ful coordinating efforts of the) tially as a result of our progr 


Central organization have made the 
whole amount to more than the 
sum of its parts. 

Worldwide, General Motors’ em- 
ployment now exceeds 602 thousand 
good jobs. Our employment in the 
United States has increased from 
224 thousand in 1940 to 514 thousand 
today. That is, it has increased 2.3 
times in 15 years. 

Payrolls in the United States so 
far this year are running at an 
annual rate of about $3 billion, or 
more than 6.4 times those of 1940. 
Eearnings of hourly workers in the 
United States are averaging $103 
weekly compared to $38 in 1940. 





Communities of all kinds, as well 


(Continued from Page 51, Col. 1) 








McAnary & Welter in New Home— 


The overall pattern of the new half-million-dollar home built by McAnary & Welter 
(Ford), Gary, Ind., which is designed as a shopping center with the parts department, 
@ carport and waiting room under one roof. Located on a three-acre site with parking 
space for 300 cars, the building has provisions for complete servicing and 30 hydrav- 
as the Federal and State govern- lic lifts, including two special truck hoists. William J. Welter is president of the firm, 
| and Matthew J. McAnary is secretary-treasurer. 





New Commercial Car Registrations, 


All States for October, 1955-1954. 


Truck registrations by states 
are released here weekly, as 


compiled by R. L. Polk repre- 
sentatives in state capitals. 
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ments, of course benefit from the 
taxes paid and generated by Gen- 
eral Motors. 

Total ascertainable taxes for 1955 
will amount to approximately $2,275 
million — highest in our history. 
These taxes are divided as follows: 
U. S. income taxes, $1,275 million; 
U. S. excise taxes, $835 million; all 
others, including state, local and 


Social Security taxes, $165 million. 
* * * 


VII. Conclusion 


HERE is the picture of General 

Motors today. As for the future, 
I have confidence that we shall 
continue to make our full contri- 
bution to a strong and expanding 
national economy. 

The extent to which we are able 
to do this depends in large degree 
on how effectively we continue to 
apply the management philosophy 


16 Distributors 
Named to AC 
Council for 56 


FLINT.—The names of 16 repre- 
sentatives to the 1956 AC automo- 
tive-parts distributors’ council were 
announced last week by Joseph A. 
Anderson, general manager of the 
AC Spark Plug division of General 
Motors. 

The council, established a year 
ago, strives to effect a closer rela- 
tionship between distributors and 
AC, and to coordinate sales and 
merchandising activities. 

Anderson said that a number of 
suggestions proposed by the 1955 
committee already had been put 
into effect. 

Representatives to the Council 
are chosen from various sections 
of the country on a one-year rotat- 
ing basis. Three meetings are 
scheduled each year, the first in 
late January or February. 

Distributor representatives 
named to the 1956 council are: 

W. T. Barron jr., Cedar Rapids, 
Ia.; H. B. Braden, Dallas; E. J. 
Brickhouse, Norfolk, Va.; K. V. 
Browne, Little Rock, Ark.; Lawson 
Driver, Dayton, O.; Wally E. Glyer, 
Sacramento, Calif.; Andrew N. 
Johnson, New York; F. G. McKen- 
zie, Bluefield, W. Va. 

Kermit Moore, Buffalo; William 
D. Myers, Joplin, Mo.; Herbert E. 
Nimmer, Milwaukee; Stanley Stover, 
Lansing; Lucius Tarbell, Spring- 
field, Mass.; H. D. Taylor, Anda- 
lusia, Ala.; Edward Voorhees, 
Nashville, and Howard Weaver, 
Los Angeles. 


Plug for Plugs 
Price Up Only 16 Percent 


In 30-Year Span 


TOLEDO. — Oldtimers at Cham- 
pion Spark Plug Co. say that so far 
as spark plugs are concerned, the 
“good old days” weren’t so good. 

Company records show that in 
1924 the retail price of a spark plug 
was 75 cents. Today it is around 87 
cents, up 16 percent. 

Incomes, meantime, have risen 
some 300 percent. Cigarets are up 
from $1.26 a carton to $2 plus. 
Bread has about doubled in price 
from its former 8.9 cents a pound, 
and the same is true of milk, which 
formerly sold for 13.4 cents a quart, 
and round steak, formerly 34.8 cents 
&@ pound. 

Also, 30 years ago, the prices of 
one make of car started at $495. 


Rheem Gets Contracts 


For California Plant 

LOS ANGELES~—Initial contracts 
have been awarded for construc- 
tion of Rheem Automotive Co.’s 
$6% million plant in Fullerton, 
Calif, according to Frank G. 
Fisher, general manager. 

The plant is expected to be in 
operation by May 20, Fisher said. 
Rheem Automotive, a division of 
Rheem Mfg. Co., produces automo- 
tive springs and bumpers, Silver 
Line farm tools and Rheem-beam 
highway guard rails. 








which, as I have endeavored to 
demonstrate, has contributed so 
substantially to our progress in the 
past. 

I might point out that we have 
no monopoly on this philosophy. Its 
two basic elements—the General 
Motors organizational structure and 
our attitude of mind—can be devel- 
oped by any business. As a matter 
of fact, many businesses have done 
so successfully. We have felt the 
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effect of this in the fields in which| indicated, General Motors has — 


we compete, and I'am sure we shall 
continue to do so. 

In conclusion, may I say that I 
have been associated with General 
Motors for more than 41 years and 
I know of no management organiza- 
tion that has a higher standard of 
business ethics, a greater sense of 
public responsibility or a more 
genuine regard for the equities of 
the various groups with which we 
have contact—customers, employes, 
suppliers, dealers and shareholders. 

I am proud to be associated 
with General Motors and proud 
of the way it has conducted its 
business over the years. The 

American people expect a high 

standard of performance upon 
which it bestows its favors. We 

have given them a high standard 
of performance. 

As my remarks here today have 


BorRG-WARNER 


Maintained a high degree of 
efficiency in its operations; 
Provided consumers with a 
variety of competitively-priced 
products from among which 
they can choose those best 
suited to their needs; 


Constantly sought through re- 
search to bring forth new and 
improved products; 

Made possible hundreds of 
thousands of good jobs for its 
employes; 

Enabled a vast number of 
people to share in its prosperity; 
And provided our country with 
a manufacturing organization 
that stands as a source of 
strength in peace and in war. 


Trico Approves 
2nd Expansion 


BUFF ALO.—Trico Products Corp. 
will build another five-story addi- 
tion to its plant at 2495 Main St. 

Metzger Construction Corp., which 
is building one five-story addition, 
has been given a go-ahead on the 
additional expansion. Cost was not 
known but it is repotrd as more 
than $500,000, bringing the cost of 
the two additions to more than 
$1,000,000 in basic construction 
alone. 


It is said that the part of the 
plant will be used for manufacture 


I and my associates are very|of the company-developed Lift-O- 


proud of that record. 
I thank you. 


Clutches take a terrific beating in heavy duty operation on trucks, 
tractors, bulldozers, graders, shovels, cranes and similar machinery. 
They’ve got to be really rugged to stand up under the strain of constant 
engaging and disengaging, sudden starts and stops, heavy power loads. 
And the insistent demand is for longer life, more torque capacity, 
better heat disposal. 

To achieve these results, Borg-Warner’s Rockford Clutch Division 
has developed a new line of heavy duty clutches, incorporating a 
remarkable new type of facing material. Exhaustive field tests con- 
clusively prove these new MORLIFE* clutches assure 400% longer 
life without adjustment or plate replacement . . . 100% more torque 
grip, permitting smaller clutch size and lighter pedal pressure . . . 50% 
more heat resistance to minimize down-time caused by burned or 
warped plates. 

That all adds up to better operation, longer service life and more 
continuous on-the-job hours for heavy duty machinery. 

And that’s one more example of how Borg-Warner’s “Design it 
better — make it better” tradition serves industry every day. 
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Matic—which includes an air-pow- 
ered, car-window lift system. 
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A Study of Dealer Franchises 


(Continued from Page 25) 

new dealers. These laws also 

prohibit manufacturers from ex- 

erting excessive pressure or from 
forcing goods on their dealers. 

[See discussion 63 HARV. L. 
REV. 1010, 1020 (1950).] 

North Carolina, Tennessee and 
Rhode Island represent three states 
that recently have enacted fran- 
chise legislation. No cases have 
been decided under this recent state 
legislation. No cases have been de- 
cided under this recent state legis- 
lation to date. 

State legislation, however, is said 
to be the principle reason that 
many automobile manufacturers 
have reverted back to one-year 
franchise agreements. The manu- 
facturers insist that they must be 
“free” to deal with their dealers as 
they please. 

(See the speech by M. E. Coyle, 
then GM executive vice-president 
in October, 1947, before the Tri- 
State Automotive Dealers Con- 
vention, Atlantic City.) 

It seems obvious that the Ameri- 
can economy now is basically a 
“group” economy. The major eco- 
nomic decisions are made by rela- 
tively small groups in both labor 
and industry. 

The concentration of economic 
power which started about 1900 has 
continued into recent times. Since 
1946 there have been 7,500 major 
mergers involving over $20 billion 
in corporate assests, Less than one 
percent of all manufacturing cor- 
porations account for the bulk of 
American business. 

The future of small business in 
the modern economy is in doubt. 
It appears that it may take strong 
Public policy to save small busi- 
ness from abuse or destruction by 
the groups that both have and ex- 
ercise economic power in the 
modern economy. 

It is difficult (if not impossible) 
to rationalize the present fran- 
chise agreement situation as being 
one which will work in the public 
interest in the long run. The legal 
concept “freedom of contract” is 
based on assumptions that are 
completely unrealistic where au- 
tomobile franchise agreements 
are concerned. 

If the goal of public policy is 
to work toward some type of free 
enterprise competitive economy, 
the present automobile franchise 
agreement relationship must be 
changed. A free enterprise econo- 
my cannot logically permit a small 
group of giant corporations to con- 
trol so completely the economic 
destiny of such a large group of 
small business enterprises. 

If, however, concentrated eco- 
nomic power and control must be 
accepted, then those exercising it 
must be made accountable for its 
exercise in both legal and economic 
terms. 

* * * 
PART II 
The Modern Franchise 
R convenience of discussion it 
is desirable to discuss the fran- 
chises under several broad head- 
ings. Emphasis is on substance 
rather than form. 

The franchise agreements an- 
alyzed are those that were in use 
in 1954 except in the case of 
Ford. Ford introduced a com- 
pletely revised franchise in Jan- 
wary of 1955. 

During 1955, other manufacturers 
have announced some special modi- 
fications of their franchise agree- 
ments. These changes are not ana- 
lyzed in this study. In the dis- 
cussion to follow the provisions of 
the 1955 Ford franchise agreement 
are frequently used for illustration 
purposes. The Ford franchise rep- 
resents one of the most recently 
revised franchise agreements. 

Designation of the relationship 
and duration: Ford, Studebaker, 
Chrysler and Kaiser Motors still 
appear to have franchises of in- 
definite duration (subject to can- 
cellation provisions). General Mo- 
tors, American Motors and 
Packard have returned to the one- 
year franchise (unless cancelled 
sooner) that was in use prior to 
1920. 

In 1947, a General Motors offi- 
cial stated that state laws “. . . 
limiting freedom of action by the 
factories in replacement of 
dealers” was the reason why GM 





















switched to the one-year fran- 
chise agreement. 

[This statement was made by M. 
E. Coyle, in the aforementioned 
1947 speech before the Tri-State 
Automotive Dealers Convention. 
Excerpts of this speech are: re- 
ported in Business Relations Insti- 
tutee AUTOMOTIVE DEALER 
FRANCHISE AGREEMENTS 
AND FACTORY-DEALER RELA- 
TIONS (Princeton, New Jersey: 
1948) p. 23.] n 

* 


Maker’s Liability Cut 


By 1-Year Franchise 

N the same address, this official 

stated further: 

“To protect our own interest, and 
we also make heavy investments in 
our part of the business, we 
adopted a one-year contract which 
we are not obligated to renew if 
that course of action seems ne- 
cessary.” 


turbing to some of the dealers 

who are carrying large invest- 
ments in their franchises and 
operating on a one-year con- 
tract.”) 

In addition to possible advan- 
tages under: state laws, the more 
general advantage of the one-year 
franchise agreement (from the 
manufacturer’s viewpoint) is that 
it reduces the already remote 
possibility that the manufacturer 
will be held liable for damages to 
a dealer whose franchise has been 
terminated. The manufacturer 
simply allows the dealer’s franchise 
to expire under its own terms. 

If the dealer later sues, the 
manufacturer is in a strategic 
position to argue that any judg- 
ment given for the dealer would 
interfere with “freedom of con- 
tract” and the manufacturer’s 
rights as a seller to deal with 
buyers of its own choosing. 


(See Hudson Sales Corporation v. 



























(He added, “This has been dis- |Waldrip, 211 F. 2d 268, (5th Cir., 


1954). See Note, 68 HARVARD 
LAW REVIEW 1010, 1021 (1950).] 


Dealer NOT an Agent, 
Franchises Emphasize ‘ 


HE modern franchises of all 

manufacturers still expressly 
state the dealer is not an agent. Ad- 
ditional provisions usually stipulate 
that: 

“The requirements of this agree- 
ment as to facilities to be supplied 
by Dealer, as to the conduct of the) 
business of dealing in Company 
Products and as to relationships 
between Dealer and others are in- 
tended only to protect the good 
name, good will and reputation of 
Company, to assure Company that 
its products will be made available 
to the public and that service facili- 
ties will be made available to users 
of its products, and to assure or in- 
form Company of the financial sta- 
bility of Dealer. 

“This agreement contemplates 
that Dealer shall acquire Dealer’s 
own place or places of business, 
facilities, and equipment in ac- 
cordance with Dealer’s own dis- 
cretion and shall purchase Com- 
pany Products as Dealer’s own 
and resell them to customers se- 


lected by Dealer, all in conform- 
ity with the requirements and 
limitations herein specified but 
an ee 


“Except as herein specified, noth- 
ing herein contained shall impose 
any liability on Company for any 
expenditures made or incurred by 
Dealer in preparation for perform- 
ance or in performance of Dealer’s 
obligation under this agreement.” 

[ en from Section 28 of the 
1955 Ford franchise. The other 
manufacturers include similar pro- 
visions. 

{Some manufacturers (General 
Motors and Packard for example) 
possibly go a step further with 
provisions stipulating that the 
manufacturer will not be liable for 
dealer expenditures even if factory 
representatives made any “sugges- 
tion” or “recommendation 
respect thereto, . .” 


(The Packard franchise expressly © 
states that the parties are “vendor © 


and vendee.”’] 
* * * 


Contracts Don’t Approve 
Shipments Without Order 


IF the foregoing provision is | 


taken to reflect the mutual in- 
(Continued on Page 53, Col. 1) 








In *55—all Ford convertible fabric 
tops in all colors, made of Coloray! 


For ’*56—Coloray tops featured in 
Ford, Mercury and Thunderbird! 


Coloray’s colorfastness is the news behind the news. 


The news that all black fabric tops in ’56 

Ford, Thunderbird and Mercury convertibles will be 
100% colorfast Coloray Black! The news that 

black, tan, blue—all the colors in Ford convertible 
fabric tops for ’56 will be Coloray colors—for the 
second year in a row. Thunderbird fabric tops will be 
Coloray for the second year, too! 


Here is recognition of the fact that Coloray colors 
stubbornly resist fading or streaking even in blistering 
sunlight and driving rain. It isn’t surprising! 

For Coloray is scientifically formulated for fastness. 
The color is part of the fiber just as stripes are 

part of a tiger. 

And Coloray is part of your future if you make or sell 
autos or sport shirts or draperies or anything that needs 
the most in colorfastness. 


For further information, write: 


4. P. Stevens fabric laminated by Acme Backing Corp. and Haartz Auto Fabric Co. 


FOR THE MOST IN 
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Prof essor Submits Report . 


} Study of Franchises 
Given to Senate Unit 


(Continued from Page 52) 


tention of the parties, it is obvious 
that they are to deal at “arm’s 
length.” In other words, the dealer 
is described in such a way that 
a reader of the provision would 
have to conclude that the dealer is 
an “independent” businessman. 

Dealer’s duties: The dealer’s 
duties as to facilities and stock 
are substantially the same in the 
modern franchise agreements as 
they were in the earlier agree- 
ments. 

The dealer agrees to maintain 
facilities and stock to the “satisfac- 
tion” of the manufacturer. No 
terms in the modern franchises 
stipulate that the manufacturer 
ean ship without order. One 1954 
franchise expressly provided no 


cars would be shipped except on the 
dealer’s written order. 

(Hudson franchise. The fran- 
chise also provided, however, that 
the dealer was obligated to keep a 
stipulated number of new cars and 
current models “on hand” at all 
times and that he was to carry on 
his business to the “satisfaction” of 
the manufacturer.) 

All of the franchises contain 
provisions relating to the amount 
of capital the dealer will main- 
tain in the dealership. 

Some of the agreements provide 
the dealer will leave his profits in 
his business (or take such other 
steps as the manufacturer may di- 
rect) in the event the dealer’s 
working capital becomes less than 


the amount the manufacturer 
“di S necessary.” 

(See the General Motors and 
Kaiger franchises for good ex- 
amplé¢s of these typés of clauses.) 

g * * 


Stringent Regulations 
Govern Dealer Orders 


T= dealer’s duties related to 
terms of purchase are basically 
the same as they were by 1910. Rel- 
ative to dealer’s orders the 1955 
Ford franchise provides the dealer 
will: 

“Furnish Company each month, 
on the date or dates designated 
by Company, an order or orders 
for the number of vehicles dealer 
will purchase during the next 
succeeding month, and in connec- 
tion therewith or separately, as 
requested by Company, estimates 
of Dealer’s requirements of vehi- 
cles from Company for such suc- 
ceeding months as Company 
from time to time may request.” 
(Section lig of the 1955 Ford 
franchise.) 

A prior provision stipulated, how- 
ever, that: 

“Company shall give careful con- 
sideration to each order received 
from Dealer for a Company prod- 


uct, but Company shall not be lia- 
ble in any respect for failure to 
ship or for delay in shipment, 
whatever the reason therefor, or 
for shipping over routes or by 
means of transportation other than 
as specified by Dealer.” (Section 3, 
1955 Ford franchise.) 


Most Pacts Do Not Require 


Exclusive Representation 


As has been indicated previously, 
some of the express provisions 
imposing selling restrictions on the 
dealer were removed at the request 
of the Department of Justice in 
1949. 

Although the vast majority of the 
dealers still in FACT handle only 
the products of one manufacturer, 
in theory (according to the terms 
of the franchises dealers are no 
longer required to give exclusive 
representation—with one possible 
exception. 


(The current Studebaker fran- 
chise still contains a provision 
that the dealer agrees not to 
handle “competitive cars and 
parts” (as determined by Com- 
pany) without first “consulting” 
with Studebaker. 


{The Studebaker, Hudson and 
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Willys (Kaiser) franchises provide 
the dealer with an exclusive terri- 
tory (except in the case of metro- 
politan dealers). Each dealer 
agrees not to sell cars in another 
dealer’s (same make) exclusive ter- 

tory. Unlike the provisions in use 

‘ore 1949, however, no duty is 
imposed on the manufacturer to 
police its dealers and impose mone- 
tary penalties. As a practical mat- 
ter there is no effective territorial 
protection for modern dealers, 

General Motors, Packard and 
Studebaker have express provisions 
designed to control the maximum 
prices their dealers charge con- 
sumers for new cars. 


The GM provisions are the most 
extensive in this connection. They 
not only require that General Mo- 
tors dealers give itemized invoices 
with each new car sold; but, also, 
they expressly stipulate the dealer 
will recognize the customer’s “right” 
to buy a new car without having to 
purchase optional equipment or ac- 
cessories. (Section 20, 1954 Chevro- 
let franchise.) 


Wording Sein as ‘hela 


To Curtail Bootlegging 


bei 1955 Ford franchise pro- 
vides: 

“Company reserves the right to 
make sales to others (including 
without limitation other dealers) 
without obligation or liability of 
any-kind to Dealer, and Dealer re- 
serves the right to make purchases 
from others without obligation or 
liability of any kind to Company.” 

(Section 2, 1955 Ford franchise. 
Did recent antitrust rumors have 
anything to do with the latter part 
relating to the rights of the 
dealer? This latter part did not 
appear in the 1954 Ford fran- 
chise. Since 1949 automobile 
dealers have received only non- 
exclusive selling rights in the vari-_ 
ous franchises. ‘ 

(The 1955 Ford franchises pro- 
vide that DEALERS will make 
the customary new-car warranty 
to customers. It is said this 
clause was in as an in- 


who “bootlegs” the car must bear 
the costs of warranty service. 
See “Anti-Bootleg,” BUSINESS 
WEEK (January 22, 1955) p. 32.) 

All other provisions relating to 
the duties of dealers were in sub- 
stance the same as they were in 
the earlier franchise agreements 
previously discussed. 

(General Motors added a “Met- 
ropolitan Area Addendum” in 1953 
which provides that the Seller 
agrees not to appoint additional 
dealers in metropolitan areas 
(50,000 or more population) with- 
out first making a survey and giv- 
ing each dealer in such metropoli- 
tan area 60 days notice of any pro- 
posed change in the number of 
dealers in such area. Studebaker 
includes a similar provision. 

(Some dealers say that some 
manufacturers have either ap- 
pointed or threatened to appoint 
“stimulator” dealers in the terri- 
tories of dealers who are not reach- 
ing adequate retail sales volume. 
This information was secured by 
personal interview with a limited 


number of dealers.) 
” * * 


Few Changes Since 1910 


In Manufacturer’s Duties 
HE franchises still are drawn 


so that dealers make no ex- ~ 


press promises to take a definite 
number of cars. It seems obvious 
that dealers’ duties in this con- 
nection are purposely omitted by 
the manufacturers for two reasons: 
(A)—If definite duties were im- 
posed on the dealers the courts 
would probably impose cor- 
responding duties to make deliv- 
ery on the manufacturers; and 
(B)—the manufacturers do not 
need legal commitments from 
their dealers because economic 
factors coupled with termination 
provisions in the franchises guar- 
antee that the dealer will per- 
form to any extent that the man- 
ufacturer deems desirable. 
Manufacturer’s duties: All the 
modern franchises provide dealers 
will receive a refund (on new cars 
still in stock in the event the 
wholesale price is lowered, 
(Kaiser limits this to new cars 
purchased within the precéding six 
months.) 
Ford, General Motors, Nash and 
Kaiser franchises also provide for 
(Continued on Page 55, Col. 1) 
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NEW BUMPA-TEL SIGN 





“Mount or Dismount Your Sign in Seconds Without 
Tools, Absolutely No Damage to Car." 


© Mounted or Dismounted in Seconds* 

® Polished Aluminum Frames e 

© Sign Legs Telescope Into Non-Visible Brackets Mounted 
Behind Bumper Guards 


® Does Not Interfere with Operation of Trunk Lid 


Sheet Steel Face 


* After original installation. State Make and Model When Ordering. 


Now Offered in Four (4) Options, Unlettered at $12.50, 
Lettered at $16.50, Lettered and Reflectorized at $21.50, 
Lettered on Full Scotchlite Background, the Top Sign for 
Night Use at $26.50. 


F.0.B., MOUNDS, ILLINOIS 
Signs Are Shipped 1 to 5 in Bundle via Parcel Post. Postage to Be Added. 


Available Now for 1956 Ford, Chevrolet, Plymouth, Buick, 
Dodge, DeSoto, Chrysler, Pontiac, Mercury and Oldsmobile. 


We will accept telephone calls collect on orders 
for five or more signs. 


WARREN HASTINGS MOTOR COMPANY, INC. 


103 NORTH BLANCHE MOUNDS, ILLINOIS 
DEPT. 102 Phone 461 





$8,000 to $20,000 a Year 
Servicing Radiators 


Profits pay for equipment quickly. 
Little space is required. 


ing is enormous. Of the 60-million 
autos, trucks and tractors in the 
U. S., over 20-million require radi- 
ator service yearly. More than 
30% of all vehicles, in use 1 year 
or more, have radiators plugged at 
least 25%. That’s enough to cause 
trouble on a long hard drive. 
Greater plugging can cause serious 
engine damage. Newly overhauled 
engines will fail prematurely if 
the radiator is partially plugged. 
Besides the jobs that come direct 
from car owners, an added volume 
always comes from other dealers, 
as well as garages, body shops, 
service stations, etc., who have no 
radiator servicing equipment. 


$8,000 . . . $12,000 . . . $14,000 
a@ year and up—that’s why so many 
dealers and garages are enthusi- 
astic about their radiator servicing 
department. 

Little overhead is required. One 
man handles the work, and he can 
get free training in a prominent 
factory school. 

Little space is needed. One dealer 
reports setting up his radiator de- 
partment in a wash stall. One 


radiator shop reports using an old 
coal house. A department can be 
started with only 2 pieces of equip- 
ment, others can be added later. 

The potential in radiator servic- 





INLAN D—World's Largest Manufacturer 
of Radiator Servicing Equipment 
Offers One Complete Package—EQUIPMENT, 

TRAINING, 
Brecon nee ! 






Inland's modern equipment and 
free factory training enable you to 
do professional work . . . fast and 
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1108 Jackson St. 
Omaha 8, Nebraska 


“Sold Exclusively By Mail" 


If Dealer, make of car sold... SEE | 
re you now operating a radiator shop | 
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| 
iii . . Wine dial. oe Semestering Co., 
Send for NEW 48-page book, 1108 Jackson St, Omaha 8, Neb. | 
“Blueprint For Profit,” with letters | Please send NEW free book “Blueprint | 
For Profit.” ! 
from customers, equipment, prices | | 
and details of ‘Pays-For-ltself" | Firm | 
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the factory's “harrassment” of him 
prior to franchise cancellation. 

To prove that Buick had once 
considered him a good dealer, 
Travis offered as evidence a silver 
tray given to him by the division 
and testifying to his years of loyal 
service. Without doubt, it was the 
first solid-silver document ever 
presented to the Senate Judiciary 
Committee, but Travis didn’t want 
to leave it as part of the record. 
He took it back to Missouri with 
him. 

cd * * 
GM Sales Methods Hit 

ERE, in substance, are the ac- 

cusations Yager made against 
General Motors, as it is today, 
while facing Sloan and Curtice at 
the witness table: 

1. The present management, has 
reversed the policies of previous 
presidents— W. C. Durant, Sloan, 
Charles E. Wilson—and has re- 
sorted to a “razzle-dazzle carnival- 
huckster type of merchandising 
methods.” 

2. It has condoned relaxing of 
credit terms to a point that is en- 
dangering the economy. 

3. It has brought about a con- 
dition of instability in the used- 
car market by forcing dealers 
to accept more and more new 
cars which have to be unloaded 


Nebraska Court 
Sides with Firm 


Against State 


LINCOLN, Neb.—Associates Dis- 
count Corp., Omaha, has won a sec- 
ond victory in a suit brought by 
the State which alleges unlawful 
loan activity on the part of the 
company. 

The State may either appeal the 
ruling of the three-man court on 
a demurrer, the second filed by 
Associates, or it could file an 
amended petition. 

The court said parties (auto 
buyers) must be parties to the suit, 
which sought to cancel certain of 
the papers involved in loans. 


Calendar 


(Concinued from Page 10) 


General 


Jan. 19-24— General Motors Motorama, 
Waldorf-Astoria, New York, 

Jan. 20-2I—Sports Car Club of America 
Business eeting, Sheraton-Cadillac 
Hotel, Detroit, Mich. 

Jan. 23-25 — ‘5th Annual Meeting, Truck- 
Trailer Manufacturers Assn.. Edgewater 
Gulf Hotel, Edgewater Park, Miss. 

Feb. 4-12 — General Motors Motorama, 
Dinner Key Auditorium, Miami, Fla. 

Feb. 6-9 — Automotive Accessories Manu- 
facturers of America Exposition, Navy 
Pier, Chicago, Ill. 

Feb. 21-22—MEMA, NSPA and MEWA 


National Conventions, San Francisco, 
Calif. 

March 3-1!—General Motors Motorama, 
aa Auditorium, Los Angeles, 
alif. 


March 6-8—Society of Automotive Engi- 
neers, Passenger Car, Body, and Mate- 
= Meeting, Hotel Statler, Detroit, 

ic 


March 19-2i—Society of Automotive Engi- 
neers, Production Meeting and Forum, 
Hotel Statler, Cleveland, O. 


March 24-April |—General Motors Motor- 
ama, Civic Auditorium, San Francisco, 
Calif. 

April 16-20 — New York's annual Safety 
Convention and Exposition, Hotel Stat- 
ler, New York, N 


Apr. 19-29—General Motors Motorama, 
National Guard Armory, Boston, Mass. 
April 21 - May 2—38th International Motor 

Show, Turin, Italy. 


April 28-May 6—International Automobile 
Show, Exhibition Hall, Coliseum, New 
York, N. Y. 


June 3-8— Society of Automotive Engi- 
neers Summer Meeting, spwpeete- Had- 
don Hall, Atlantic City, N 


June 11-15—National Plastics "postion, 
New Coliseum, New York, N 


35 Lone Star Veterans 


Get Service Awards 


DALLAS. — Thirty-five employes 
of Lone Star Cadillac Co. have re- 
ceived awards emblematic of serv- 
ice of from three to more than 20 
years at a _— pany dinner-danée. 
The awards were presented by W. 
D. DeSanders, Lone Star president. 


Thirteen of the employes have 
been with Lone Star for 10 years 
or more. Total service of the 35 
award-winning employes is 246 
years. Of the 172 employes, 112 have 
been with the firm three years or 


—_—cowe ee ee oe oe sini blah Ni a longer. 





on schedule whether buyers who 

can afford them can be found or 

not. 

4. It has forced more and more 
dealers to accept excessively short 
downpayment deals in order to dis- 
pose of cars on the floor so as to 
make room for more and more 
shipments. 

Yager told the senators that car 
customers without downpayments 
now were being routed through 
small-loan companies for the down- 


payment, thereby saddling them 
with two monthly payments instead 
of one. 

He began his testimony by pay- 
ing his respects to Sloan. Curtice 
smiled occasionally as Yager pro- 
ceeded with his sometimes blister- 
ing charges. 

GM General Counsel Harry Ho- 
gan assured Senator O’Mahoney 
that the corporation would make 
no reprisals against dealers for 
testifying. 
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SIMPLE, POSITIVE ACTION 
Instantly Fits all TAIL-PIPES 


No more danger from carbon 
monoxide! Easy finger-tip ad- 
justment opens or closes adap- 
ters to fit on all round and flat 
tail-pipes. Precision construc- 
tion holds any desired position 
firmly. 


All-stainless-steel adapter and 
hose are unaffected by heat, 
cold or hard use. Dual Adapter 
unit gives you carbon monoxide 
protection while servicing both 
single and dual tail-pipe cars. 


Call or write your jobber NOW! 


CAR-MON 
PRODUCTS CO. 
4552 N. BROADWAY 


CHICAGO 40, ILL 





© 6-ft. x 2” stainless steel. 
tubes with welded preci- 
sion fittings 

© Turned edges prevent 
scratching of bumpers 

© Retract fully into Car-Mon 
underground exhaust sys- 
tems 

© Rustproof stainless steel 

strength and economy 




















~ OUR RATES ARE SO LOW 


we are not permitted to advertise them 


NO CHARGE 
rie | SR 
IN SAME ROOM 1 Cabane Club « Water shows 
MODIFIED | Dancing ond All-stor shows 
AMERICAN OR | Free cocktail perty 
EUROPEAN PLANS Free movies * Shuffleboard 
AVAILABLE Free Honeymooners’ Portrait 
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SHOREMEDE 


ON THE OCEAN 35tt 


eas 


>T., MIAMI BEACH 


SOME DEALERS HAVE 1007 ABSORPTION FIGURES! 


{National Average is 65°) 


We guarantee to increase your service absorption figures and fill your shop with customer- § 
paid labor . . . eliminate non-productive and unapplied time . . . and increases 
your profits. A 
For as little “. we 2 per month, we can install a complete service production | 
program thet wi de thecee it costs you nothing. We will analyze your problems and § | 
tell you how = 2 them . . . train the entire service personne! . . . free yours 
service manager of details, so that he can think . . . free service salesmen of donig 
follow-up, so that they can have 8 hours a day to sell | . . eliminate duplicate handling 

of cars... and get away from single-item repair orders. 
lf your monthly service volume is $7,000 or more, and you do not have a service desk 
or tower control, write us and hear our story , . . we promise some new slants—without 
obligation, of course. 


Flash-A-Call Service Contre! 


















1112 S. Wabash Ave., Dept. 
AN-114, amt 5, 3, ilinels 
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AUTOMOTIVE NEWS, DECEMBER 12, 1955 
‘Indiana Professor Reports to Subcommittee . . . 


A Study of Dealer Franchises 


(Continued from Page 54) 


some allowance to the dealer in 
the event of. model changes. The 
other manufacturers do not in- 
elude terms to this effect. 

(It is likely that Hudson in- 
troduced similar provisions fol- 
lowing its 1954 merger with 
Nash.) 

Even with the foregoing provi- 
sions, however, there have been few 
basic changes since about 1910 in 
the franchise provisions relating to 
selling duties assumed by the man- 
ufacturers. 

The modern franchises still in- 
clude clauses designed to exempt 
the manufacturers from all liability 
to their dealers because of late de- 
livery or because’ of nondelivery of 
cars. ears de . 


Dealers Protect Selves 


In Nondelivery Clauses 

— franchises (except possibly 
one) provide that cancellation 

automatically cancels all unfilled 

orders. 

(The GM franchise provides (in 
certain cases) that the manufac- 
turer will use “its best efforts” to 
fill all dealer orders which have 
not been filled at the time of ter- 
mination. The amount of cars to 
be sent after termination cannot 
exceed the amount the dealer took 
in ‘the 90 days preceding termina- 
tion. The legal effect of this pro- 
vision is uncertain.) 

Literally construed, this clause 
would seem to provide that the 
manufacturer can escape liabil- 
ity for non-performance in any 
situation simply by giving notice 
of cancellation. 

In addition, all of the manufac- 
turers (except possibly one) in- 
clude provisions which expressly 
deny any liability to the dealer for 
nondelivery. 

{The General Motors franchise 
(Section D) first provides that the 
Seller will not be liable for cir- 
cumstances beyond its control list- 
ing the customary excuses for 
non-performance (ie. material 
shortages, labor trouble, etc.). The 
provision then continues: “. . . or 
where delivery is prohibited, pre- 
vented or delayed, whether or not 
arising out of Seller’s fault, and 
Dealer hereby releases and dis- 
charges Seller from any and all 
liability for any and all damages 
and losses arising from the failure 
of Seller to fill any orders placed 
hereunder.” Does this quoted part 
release General Motors from all lia- 
bility for nondelivery whether or 
not a good cause exists?] 

ea * ~ 


Quotas Aren’t Orders, 


Franchises Explain 


= franchises also provide 
that dealer “estimates” and 
dealer “quotas” are not to be con- 
sidered orders. For example, the 
1954 Packard franchise provides: 

“Seller shall from time to time 
advise Dealer of Dealer’s delivery 
quota. The quota is the number 
of units which Seller estimates 
to be the reasonable annual total 
sales potential of Packard prod- 
ucts by Dealer.” 

“The quota is not an order or 
agreement to purchase by Dealer 
nor an agreement to sell by Seller 
.... It is specifically agreed that 
Seller will not be obligated to ac- 
cept orders for Packard products 
or to allocate or furnish Packard 
products to Dealer in any specified 
number regardless of Dealer’s de- 
livery quota, or any other quota 
which may be established.” 

(Sec. 41, 1954 Packard franchise. 
For somewhat similar “quota” pro- 
visions see the Willys franchise 
(Sec. 5) and the Nash franchise 
(Sec. 4). These types of provi- 
sions furnish additional evidence as 
to why the manufacturers do not 
need (or want) fixed legal com- 
mitments from their dealers.] 

General Motors, Nash and 
Hudson franchises include terms 
giving their dealers the unlim- 
ited right to return new parts 
and accessories for cash or 
credit refund within 30 days after 
delivery. 

The franchises of the other man- 
ufacturers provide only (if provi- 
Sion is made at all) that parts may 
be returned by the dealer if the 


manufacturer gives its consent in 
advance to such return. 
* + * 


Manufacturers Buy Back 
New Cars and Parts 


Clea provisions: As has 
been stated previously, most of 
the changes in the automobile dealer 
franchise agreement have been in 
those provisions that govern ter- 
mination of the agreements. Under 
modern franchise terms most man- 
ufacturers are required to give 90 
days notice if they cancel a dealer. 

(Studebaker is required to give 

only 10 days’ notice. Packard 
and Kaiser are required to give 
60 days’ notice.) 

Dealers are usually required to 
give less notice; but the franchises 
vary in this respect. 

(General Motors, Ford, Hudson 
and Packard dealers are required 


baker dealers must give 60 days’ 
and 10 days’ notice, respectively.) 
Under the terms of all the mod- 
ern franchises, the manufacturers 
agree to buy back all new cars and 
new parts (generally, new parts for 
the four preceding models) that 
cancelled dealers have in stock at 
the time of cancellation. There is 
some variation in the terms found 
in the various franchises in this 
connection — particularly concern- 
ing the obligations to re-purchase 
parts. 
(Packard charges the dealer a 
15 percent handling charge on 
parts repurchased. Kaiser is obli- 
gated to repurchase parts for 
only the preceding two models. 
Studebaker is obligated only to 
repurchase parts delivered to the 
dealer within six months preced- 
ing the effective date of cancel- 
lation.) 
Most of the manufacturers now 


to give only 30 days’ notice. Chrys-|agree to buy back certain special 
ler and Nash dealers must give 90|tools—usually, only those pur- 
days’ notice. Kaiser and Stude-| chased within 12 months preced- 


some variations as to the extent of 
this liability. 


(Studebaker, for example, doe@s}... 


not agree to buy back any special 
tools.) 


* * * 


Ford, GM Obligations 
Apply if Dealer Cancels 
Most manufacturers agree to 
purchase certain “recom- 

mefided” signs from the cancelled 
dealer. The price to the manu- 
facturer of such signs is to be fixed 
by mutual agreement. If no agree- 
ment can be reached it is usually 
provided that an arbitrator will be 
appointed. 

(Studebaker and Packard as- 
sume no obligations as to signs.) 

Ford and General Motors agree 
to assume a part of certain lease 
obligations the cancelled dealer 
might have. None of the other 
manufacturers include provisions 
to this effect. 


There is cansiderable variation 
in the franchises concerning the 
manufacturers’ obligations where 
the dealer dies or resigns. Ford 
and GM have provisions which 
give designated “qualified” surviv- 


ors limited rights to continue the 


ufacturers include similar provi- 


(The GM franchise, for example, 
specifically extends its termination 
obligations to include terminations 
due to cancellation by the dealer, 
death or incapacity of the dealer, 
or any failure to renew the fran- 
chise. See Sections 26, 27, and 28 
of the 1954 General Motors fran- 
chise.) 

+ * * 


Independent Mentioned 
‘Dealer Pirating’ in 1954 
os “Independents” are trying to 
retain all of the dealers they 
possibly can. In a 19f4 interview, 
one of the officials of one of the 
“Independents” was asked why his 
(Continued on Page 56, Col. 4) 








A.T. &T. Company... 


is the world’s largest telephone utility, with 43.3 million 
phones* or 81.6% of the US total... But not even the 

giant size of AT&T suggests the indispensable services of the 
company to our present day life. 





Big figures do not always tell a full story. Some very 
good goods still come in small packages...Consider, 
for instance, SUCCESSFUL FARMING. With only 1,300,000 
circulation, this one magazine includes 42% of all US farms 
earning $10,000 or more. 


SUCCESSFUL FARMING is a big medium because its market 
is big! SF subscribers raise 53%, of all corn harvested 
for grain, 57% of the hogs, 38% of the cattle and calves, 
44% of the dairy products... Big production gives 
SF farmers big cash incomes—average around $10,000 
for some years past, add up to an $11 billion market. 
Because SUCCESSFUL FARMING for fifty years has helped 
best farmers earn more, live better, it means more to its 


Get the full story from any SF office. 


market than any other medium...To find important 
new buying power, and to balance national schedules, 
there is no substitute for SuccEssFUL FARMING. 


“Source: Standard & Poor's Industry Surveys, 1955 _ 


MEREDITH PuBLIsHING Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 
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h, Anderson Says. » . 





Ex-Dealer Relates C artice Clash 


agers of the three divisions, he| didn’t even know the speech would 


ASHINGTON.—A fiery clash 
between a discarded dealer and 
Harlow H. Curtice, 


monopoly subcommittee. 

The former dealer, Lee C. An- 
derson, of Lake Orion, Mich., 
said that in an angry outburst 
Curtice called him a Red and 
charged that Frederick J. Bell 
wrote a Rotary Club speech in 
which Anderson criticized GM 
Policies. 

Anderson said it was because 
of this speech that his Buick, Pon- 
tiac and Chevrolet franchises 
abruptly were cancelled even 
though GM had previously con- 
sidered him a “model” dealer. 

In the speech, which was de- 
livered at a Rotary luncheon in Ox- 
ford, Mich., Anderson jumped on 
a factory practice of selling cars to 
employes at dealer cost. 

* * * 

EFERRING to this policy as a 

“pernicious discount system,” 

Anderson said that “it is driving 
many legitimate automobile dealers 
to red ink and distraction.” 

He explained to the subcom- 
mittee that his dealership was 
situated about halfway between 
Detroit and Flint, and said about 
60 percent of his car customers 
were GM employes. 

As a result of stepping up its pro- 
gram of employe sales several 
years ago, he said, GM outsold 
dealers in the Lake Orion area 
about 6 to 1 and took away many 
of his legitimate customers. 

Testifying that he never was a 
spokesman for any group of 
dealers or association, Anderson 
said he criticized the factory dis- 
count plan in talks with GM offi- 
cials and even wrote a book on the 
subject called “The Arithmetic of 
Disaster.” 

~ ob 
{A said he gave a copy 
of the book to Postmaster Gen- 
eral Arthur E. Summerfield when 
the latter became worried about 
possible factory competition in the 
area of his Flint Chevrolet dealer- 


Later, said Anderson, GM did 
sell cars to employes at dealer 
cost around Flint for several 
months, but he added that “Art 
Summerfield must have got it 
stopped.” 

His controversial speech in Ox- 
ford was delivered in June, Ander- 
son said, and he received simultan- 
eous cancellation letters from 
Buick, Pontiac and Chevrolet just 
20 days later. 

Thé letter from Pontiac, he testi- 
fied, was signed by H. E. Craw- 
ford, general sales manager, and 
said it was evident to Crawford 
that Anderson was “irrevocably 
committed to an attitude of dissat- 
isfaction.” 


* * * 


NDERSON said that in subse- 
quent talks with the sales man- 


e 
Rolling Along 
Goodyear Booklet Tells 
‘Story of the Tire’ 

AKRON.—A new issue of The 
Story of the Tire, first published in 
1936, has been prepared by Good- 
year Tire & Rubber Co. 

The booklet says the Indians of 
South and Central America discov- 
ered rubber and that Chistopher 
Columbus was the white man to 
learn of the material. 

Calling tires the muscles and 
sinews of transportation, the book- 
let traces the development of the 
industry from Charles Goodyear’s 
discovery of vulcanization in 1839, 
through the early use of tires on 
bicycles and “horseless carriages” 
to the vast tire industry of today. 


The ‘Twain’ Meet 

ALHAMBRA, Calif.—F. A. Baher 
(DeSoto-Plymouth) brings some 
unusual experiences to his business 
here. Baher was a prisoner in Japan 
for three years and when released 
became an auto dealer in Indonesia 
where he remained for several 
years. He obtained his franchise 
here this year. 


eas 







president of 
General Motors, was recounted 
before the Senate antitrust and 








learned that they had received 
their orders from “topside.” 

In reply to a question by Sena- 
tor Alexander Wiley, Wisconsin 
Republican, Anderson stated that 
“I know Harlow Curtice is top- 
side.” 

Last Aug. 19, the GM dealer 
council granted Anderson a hear- 
ing in response to his appeal for 
a review of the cancellation. An- 
derson said that a few days after 
the hearing, he dictated notes 
about it to his secretary, and he 
read from these before the Senate 
subcommittee. 

He said Curtice read passages 
from a reprint of Anderson’s 
speech in a periodical and “held 
it in his hand for about an hour.” 
Then Curtice called him “a Red,” 
Anderson averred, and “accused 
Fred Bell of writing the speech.” 

* * * 
H's reply, Anderson said, was 
that he never had met Bell and 





Nash Offers 15 Films 


For Theater Audiences 


DETROIT.—Nash has pro- 
duced 15 full-color movies to be 
used in theaters. Six of the films 
highlight the 1956 Ambassador 
and Statesman, seven feature the 
Rambler and two deal with 
Nash’s bonded select used-car 
program. 

Each film consists of a play- 
let plus a trailer which gives the 
local Nash dealer’s name, address 
and special advertising message. 


be reprinted. 

“Are you going to sue NADA?” 
Anderson said Curtice asked him. 
Anderson answered, he testified, 
that he had no such intention. 

At that point, said Anderson, 
Curtice asked him what he 
planned to do with au empty 
building, and what Arthur Sum- 
merfield and Fred Bell were go- 
ing to do for him now. Curtice’s 
question, Anderson remarked, 
was put to him “in quite a con- 
temptuous voice.” 

Anderson said he replied that he 
never had consulted with NADA 
about anything and that “I hadn’t 
been to Summerfield for help; he 
came to me for help.” 

* * ++ 

INALLY, Anderson said, he 

promised Curtice that he 
“would make no more trouble” if 
his franchise were continued. Cur- 
tice arose at that point, Anderson 

testified, and said: “Let’s end the 
meeting on that note.” 

Three days later, Anderson 
told the Senate probers, he re- 
— his final cancellation no- 

ce. 

Anderson said that no GM rep- 
resentative had ever criticized his 
sales record and that GM had 
called his dealership “a model dual- 
franchise operation.” He said 
GM even brought foreign dealers 
to tour his facilities. 

In 1941, he said, he took first 
place for market penetration 
among all GM dealers in the na- 
tion. He said he could think of 
no reason for GM’s cancelling his 
franchises other than irritation 
over his criticism of factory 


| policies. 





Cancelled Dealer Still 


ASHINGTON. —A Portland 

(Ore.) dealership whose fran- 
chise was yanked is operating now 
as a new-car “supermarket” and 
plans to do service work for the 
Pontiac dealer named as its replace- 
ment. 

Senators examining the activi- 
ties of General Motors heard the 
case history of a contract termi- 
nation from S. W. Fraser, general 
manager of Billingsley Motors, 
Portland. 

Fraser said Pontiac cancelled out 
the dealership Oct. 31 although he 
had carried out recommendations 
for correcting “deficiencies” cited 
by the factory. 

Still in business despite the loss 
of franchise, Billingsley will con- 
tinue to service Pontiac cars be- 
cause the new factory-appointed 
dealership is strictly a volume- 
selling setup and has no shop facili- 
ties, Fraser said. 

7” * ” 
prescer formerly was an assist- 
ant zone manager with Pontiac. 

He testified that his present boss, 
A. M. Work, bought three bankrupt 

Pontiac dealerships in the mid- 
1930s at the specific request of GM. 
Under the new management, Fraser 
said, the dealerships prospered. 

He said that after World War 
II, Work sold two of the outlets 
at the suggestion of Pontiac, 
keeping only Billingsley. 

Fraser said that in September, 
1954, Pontiac informed him that he 
was “deficient” in several respects 
and that the Billingsley contract 
would not be renewed unless he 
developed “proper market penetra- 
tion” and increased his sales staff. 

* * ” 
H® SAID he did not acknowledge 
any “deficiencies” but received 
another year’s contract when he 
agreed to carry out improvements 
suggested by the factory. 

He said he hiked his new-car 
sales staff from five to 12 and 
marked up a 275 percent increase 
in business, registering 35 pereent 
of all Pontiacs sold in Portland. 
However, he added, the firm made 
only $12 profit on each car sold. 

Fraser said that despite this 
1954-55 sales performance, he was 
notified of Pontiac’s intention to let 
the franchise expire Oct. 31. He said 
76 other Pontiac dealers around the 


country received similar news at 


the same time. 


Fraser said he contacted the top 


man in Pontiac for reconsideration 
but got nowhere. He said he didn’t 
bother to appeal to the GM dealer- 
relations board in Detroit because 
he had been told by Pontiac that 
there would be no change of deci- 
sion on cancellation. 
* * - 
‘I KNEW it was useless to go to 
Detroit,” he said. “Other deal- 
ers weren’t getting anywhere there. 
There wasn’t any point in my going 
before a rigged court.” 
Fraser said that GM offered to 


Utah Dealers Pick 
New Officers for 
Six Chapters 


SALT LAKE CITY.—New officers 
have been elected by six chapters 
of the Utah Automobile Dealers 
Assn. They are: 

JuaB-SANPETE — President, Ray 
Powell (Chevrolet), Nephi; vice- 
president, Dee Willardson (Buick), 
Gunnison, and secretary-treasurer, 
John Parkin (Ford), Nephi. 

SoutHERN Utan—President, How- 
ard Thorley (Ford), Cedar City, 
and vice-president, Ed Given (Olds- 
mobile), St. George. A secretary- 
treasurer was to be selected by the 
officers. 

CacHe Va.Litey—President, L. A. 
Bundy (Buick-GMC), vice -presi- 


dent, Rex Fuhriman (Interna- | ‘ 


tional); secretary-treasurer, Will 
Evans jr., and director, Ben Redd 
(Chevrolet). All are from Logan. 

Box Ex.per—President, Jack Mor- 
ris (Buick), Brigham City. A vice- 
president was to be elected by Tre- 
monton@ealers. 

Uran County —-President, Dean 
Anderson (DeSoto-Plymouth-Inter- 
national), Provo; vice-président, 
Eugene Harvey (Ford), American 
Fork; vice-president, David D. Page 
(Chrysler -Plymouth-International), 
Spanish Fork; secretary-treasurer, 
Lowell Judkins (Lincoln-Mercury), 
Provo, and director, George V. 
Tribe (Oldsmobile), Provo. 

Carson County—President, Frank 
Hanson (DeSoto-Plymouth), Price; 
vice-president, Van Davis (Oldsmo- 
bile), Price, and secretary, Steve 
Diamanti (Ford), Helper. 








Turnout to View '56 Studebakers— 


Opening day at Scherman-Schaus-Freeman, South Bend, brought in an estimated 
12,000 persons to see the 1956 Studebakers. William A. Keller, Studebaker general 
sales manager, termed the public reception at dealerships across the country the 
most enthusiastic for any Studebaker line since the war. 





Professor Submits Re 





Study of Franchises 
Given to Senate Unit 


(Continued from Page 55) 


company did not try to attract new 
dealers—particularly by offering 
more liberal termination provisions. 
In answer to this question this 
official stated: 

“We would like to give three- 
year franchise agreements and 
give better repurchase provisions 
on termination; but we are afraid 


‘Serves’ 


find a buyer for the Billingsley 
layout but that he declined to 
sell out. He said he had 75 em- 
ployes and had the capital and 
facilities to stay in business as a 
“supermarket operator.” 

He said that he was in a strong 
enough financial position to refuse 
to sign GM’s proffered “sellout” 
letter but that 98 percent of other 
cancelled retailers must do what the 
factory told them. The net worth 
of Billingsley, he said, now is $600,- 


000. 

A MEMBER of the investigating 
subcommittee, Senator Alex- 

ander Wiley, Wisconsin Republican, 

appeared bewildered as to why GM 

should cancel the dealership if it 

increased its sales and sales force. 

“There must be a reason why 
such a big organization would pull 
a stunt like that,” Wiley declared. 

Fraser said he also was at a 
loss and, in answer to a question 
from the Senator, stated that 
there had been no personal ani- 
mosity between himself and fac- 
tory officials that might account 
for the action. 

Fraser said the terrific pressure 
on a dealer to sell in volume had 
grown up only in the last two or 
three years and that it was being 
felt everywhere. He indicated belief 
that most factory officials were 
puzzled by the new tack. 


* x * 


* * * 


HE industry has gone sales 
crazy,” he asserted, adding that 
some factory officials apparently 
were afflicted with “power-drunk 
madness.” 

“That’s very descriptive,” Senator 
Wiley observed. 

Senator O‘Mahoney, head of the 
subcommittee commented that the 
health of the auto industry was 
essential to the national welfare 
and that the development of con- 
ditions under which the dealer 
was forced to sell without profit 
threatened the entire economy. 

“We, the subcommittee, feel that 
the local dealer is entitled to be a 
free American enterpriser and 
should not be subjeet to one-sided 
sales agreements which put him 
under the contrek ef the central 
managament im Detrait,” O Mahoney 


ere 





such provisions would leave some 
of our dealers freer to switch 
over to one of the big companies. 
We have had quite a few of our 
best dealers ‘pirated’ anyway.” 

(This statement. was _ recon- 
structed from notes taken during 
a confidential personal interview 
Apr. 15, 1954.) 

All of ‘the franchises contain. pro- 
visions which permit cancellation 
on immediate notice if certain en- 
umerated events should take place. 
Some of the franchises provide that 
the agreements can be cancelled 
“for cause” if the dealer fails to 
perform “to the satisfaction” of the 
manufacturer. Other franchises 
provide for cancellation “at any 
time, with or without cause.” 


40 Years a Dealer, 
Kaminsky Tells 
Of His Ouster 


WASHINGTON.—One of the can-" 


celled dealers who testified before ~ 


the Senate subcommittee investigat- 
ing General Motors was Miller Ka- 
minsky, of Savannah, Ga., whose 
contracts with Pontiac and Cadillac 
were terminated Oct. 31. 

Kaminsky, who said he had been 
a new-car dealer for 40 years, now © 
is running his firm, Chatham Mo- 
tor Co., as a used-car operation. 

Kaminsky said the factory ™ 
charged him with inadequacy in his © 
sales force, facilities and manage- © 
ment, and with failing to achieve | 
adequate market penetration. In an 
effort to satisfy GM officials, he 
said, he notified Pontiac and Cadil- 
lac in December, 1954, that he in- 
tended to build a $100,000 addition 
to his plant. 

Kaminsky said Cadillac did not 
reply until July of this year, declar- 
ing then that his investment plans 
were unsatisfactory and that he 
would have to get a completely new 
building to be renewed. 

Kaminsky protested that this 
would mean loss of a $200,000 in- 
vestment in his existing building, 
inasmuch as the plant was suitable 
only for a dealership and buyers 
would be scarce. 

He testified that when he ap- 
peared before the GM dealer-rela- 
tions board to appeal his case, he | 
was told by President Harlow 
Curtice that his dealership had not 
aaa pace with the expansion of 


He said he brought along to the 
hearing the blueprints for the pro-— 
posed new addition and argued that — 
his sales were above the national — 
average. But, he added, Curtice de- 
clined to discuss his side of the | 
issue. 

Kaminsky said he was not oe 
lowed to have a private attorney at | 
the hearing since this was agai 
GM regulations. He said only 4 
person connected with the dealer- 
ship in question was allowed before 
the board. 
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mantis sett gpd. 5 Par, keeled 


Mercury),.Manchester, N. H.;.Sam- 
uel Stowell, Stowell Corp, (Chevro- 


NADA °56 Convention 2 82%. 86352 


ma, Wash. 
Clarke replaces H. A. Lanphear, 


Completes Agenda _ itr: Sistine 1 


Samuel B.. Babbitt, resigned, and 


(Continued from Page 3) Titus was elected to complete the 
McFee jr. executive vice-presi-|N. Neff, Nick Neff Tire & Motor unexpired term of the late L. M. 


Va; J. C. Darrell, manager, Auto- 
mobile Trade Assn. of Md., and J. 
Melford Sanders, Washington. 


The other members are: James 
A. Ayers, Chattanooga, Tenn.; 
Orville R. Harrod, Frankfort, 
Ky.; Paul R. Lauritzen, Rich- 
mond, Va.; Allan C. Mims, Rocky 
Mount, N. C.; Foster W. Talbott, 
Baltimore, and Maurice J. Mur- 
phy, executive vice-president, Au- 
tomotive Trade Assn., National 
Capital Area. 


According to Walter M. Kiplin- 
ger, NADA promotions director, 
advance registrations indicate that 
the 1956 convention and exhibition 
will be the largest im history. 


+ * * 
9 New Directors to Join 


NADA Board at Parley 
WASHINGTON—Nine new 
members will officially join the 
NADA board of directors at the 
convention here Jan. 28-Feb. 1. 
They are John R. Fader, Fader 
Motor Co. (Ford), Newark, Del.; 
Charles B. Tutan, Tutan Motors, 
Inc. (Dodge-Plymouth), Miami; 
John H. Lander, Lander Motors, 
Inc. (Dodge-Plymouth), Atlanta; 
W. J. Cleveland, Cleveland Motors 
(Ford), Crowley, La.; Elvin L. Long, 
Al Long, Inc. (Ford), Detroit; W. 


‘Gray Market’ 
In Nickel Cost 


Put in Millions 
DETROIT.—A “gray market” in 





‘nickel is costing automobile buyers 


$21 to $48 million per year, it was 
alleged here last week during the 
annual education meeting of the 
Detroit branch of the American 
Electroplaters Society. 
Representatives of business and 
government discussed the shortage. 
Very little nickel is mined in this 
country. Principal supplier is Ca- 
nadian International Nickel Co., its 
American affiliate distributes the 
metal in the U. S. 
” Herman B. Director, U. S. Busi- 
ness and Defense Services Admin- 
istration, said that he believed 
some of the “gray market” offers 
that have been reported were 
“greatly exaggerated.” 


Auto industry spokesmen say the 
nickel “pinch is tight.” Through 
research, at least one auto maker 
has found that use of nickel can 
be eliminated except in plating and 
in high temperature applications. 


John Palik, jr., president, Na- 
tional Assn. of Metal Finishers, 
said: “We have found it difficult 
to place the blame for the existence 
of a vast “gray market.” In nickel 
and for the inequitable distribu- 
tion quotas. 

Distribution also was criticized 
by Dr. A. K. Graham, president, 
Graham, Crowley & Associates, 
Jenkintown, Pa., who said: “There 
would be no nickel available for the 
black market if it was equally dis- 
tributed. 


Palik said black market rates 
are $2.50 to $3.50 per pound as com- 
pared to 92 cents in the “open” 
market. He added that Detroit 
shops reported that they were 
forced to buy as much as 75 percent 
of their nickel supply on the “gray 
Market.” 





Dodge Dealers to See 


Closed-Circuit TV Show 


DETROIT.—Dodge dealers and 
m in 30 cities will see a 
closed-circuit television show at 
12:30 p.m. Wednesday. The tele- 
von will originate live from New 


Byron Nichols, Dodge general 

manager, said the meeting 

will feature plans for 1956 and 

will highlight sales opportunities 
‘ for Dodge dealers. 


jent, Automotive Trade Assn. of |Co. (Dodge-Plymouth), Fremont, | Kauffman. 


pope z - Hinote, Reno Motors Se pa 
(Liricoln-Mercury), Reno, Nev.; 
John M. Walker, Walker Chevro- Mayor Names Tup — 
let Co., Covington, Tenn., and Wil-| LOS ANGELES.— The only Los 
liam R. Bryden, Bryden Motors| Angeles automobile dealer to hold a 
(Plymouth - DeSoto - International | city administrative post is Hilton 
Trucks), Beloit, Wis. Tupman, (Lincoln-Mercury). Tup- 
Four additional dealers elected |man has. been appointed a member 
to the board in 1955 were Thomas|of the Police and Firemen’s Pen- 
A. Clarke, T. A. Clarke Motors, Inc.| sion Board by Mayor Norris Poul- 
(Ford), Pawtucket, R. -I.; Maurice | son. 
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ens Jan. 28 in Capital... J. Grant, State Motors (Lincoln- 








57 
Bantam Studies aa Set aoe ee ae 
s uired this month group 
Plan to Join inamebetutimee me business- 
headed by Frederick W. Rich- 
Pressed Metals sbak Tew Toe bec 






BUTLER, Pa— J. B. Grieves,| ‘The new corporation will be 
president of American Bantam Car | merged into American Bantam Car 
Co., announced last week that the|and will be called Pressed Metals 
board of directors has voted|of America, Inc. The surviving Ee 
unanimous approval of a proposed | corporation will retain listing on : a 
merger with a corporation newly|the American Stock Exchange. : 


organized to acquire the assets of American Bantam in the past had 

the Pressed Metals of America, Inc.| peen doing general subcontracting 
oné of the nation’s largest manu-| work, primarily on Government 3 
facturers and distributors of auto-| contracts. It has been inactive for % 
motive parts. the last six months. 


American Bantam Car, share-| Stockholders of Pressed Metals 
holders of record as of the close|yoted approval of the sale of the 
of business Dec. 5 will be asked| company’s assests in August. The 
to vote on the proposed merger at/ contract calls for a purchase price 
a special meeting Feb. 10. of $6,000,000, subject to certain ad- 

Assests of Pressed Metals, which | justments. 
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Cyn 


$595 HENRY'S 
Postpaid WONDERFUL 
MODEL "T" 


Clymer's new book, published by McGraw- 
Hill, contains a complete history of Henry 
Ford's Model T from 1908 to 1927 incl. 
This beautifully bound gift album of Model 
T memories contains 500 illustrations and 
220 pages. Photos of ‘Model Ts never 
before published. Includes a section on 
engine numbers, photos of parts, model 
changes, and dozens of diagrams, many 
songs, jokes, cartoons of the Model T, 
affectionately known as the flivver, jalopy 
and Tin Lizzie. 


These are Floyd Clymer’s Latest! 


SCRAPBOOK OF 
FOREIGN CARS 
Hundreds of photos, charts, drawings, 
early ads of famous and ‘many unheard 
of foreign makes. Historical, educational, 
humorous—valuable information for every 
collector, Clymer’s latest. Postpaid $2.00 


“SCRAPBOOK OF FOREIGN 
MOTORCYCLES 
This valuable book -of early ads, photos, 
technical data is a priceless book for 
historians and motorcyle enthusiasts. 
WN 05586 Fac aGaskes cakes ciwsve $2.00 


SCRAPBOOK OF 
EARLY ADVERTISEMENTS 

Here's a book that will tickle your funny 
bone. Historical early ads of famous 
products and hundreds long forgotten. 
Brings. back the good old days in a 
humorous, informative and educational 
manner. You'll laugh yourself sick over 
the corny ads in this book. Postpaid 
2. 


$2.00 
SCRAPBOOK OF 
‘1899 AND PRIOR CARS 


A most interesting, well illustrated, de- 
scriptive book of cars built prior to 
1900. A book that every collector and 
automotive historian will treasure. 

POE i655 cat aus eds ccc bi oben $2.00 


CATALOG OF 1912 


AUTOMOBILES 


Every U.S. car manufactured in 1912 is 
illustrated, with specifications. A price- 
less book for collectors. Postpaid $2.50 


CATALOG OF 1927 


AUTOMOBILES 
Photos and specifications of every car 
built in 1927. Postpaid............ 2.50 


ANTIQUE CAR HANDBOOK 


Every owner of a car built in the twen- 
ties or prior needs this complete service 
manual. Tells all. about repairing early 
automobiles, with 300 illustrations. A col- 
lector's item. Postpaid........... $2.50 


MOTOR SCRAPBOOK NO. 7 


In 224 information-packed pages. Floyd 
Clymer presents, from his wide experi- 
ence in’ merchandising automobiles, a 
further chapter in the fascinating story 
of the automotive era. He includes over 
300 illustrations; he tells of various ven- 
tures in automobile manufacturing; of 
the response to the many new advance- 
ments; of the demise of the "assembled" 
car; of the thousands of accessories and 
special equipment made for the Model 
Ford and others, Here are hours of 
reading and "looking" enjoyment. 
Pi iia 28s co eas bbeeedan eit 
De Luxe Fabrikoid bound........ $3.00 


Send Cash, Check or Money Order for Shipment by Return Mail—-CATALOG FREE 


Dept. 
AN125 


World's Largest Publisher of Books Relating to Automobiles, Motorcycles, Motor Racing & Americana 







FLOYD CLYMER 


MOTOR SCRAPBOOK NO. 8 
Just published, this newest of the His- 
torical Scrapbooks, contains over 400 
photos, charts, drawings and jokes about 
long-forgotten, odd, and humorous makes 
of cars. Read about, and see, such rare 
makes as Commonwealth, Chicago, Bald- 
ner, Darracq, Orlo, —— Eagle, Con- 
tono, Windsor, Pope-Tribune, Duryea, 

- Gearless, Wolfe, Ricketts, Acme, Lewis, 
Lad's car, Comet, Tulsa, Handley, Pied- 
mont, Wills St. Claire, Constantinesco. 
Other famous cars—Jack Dempsey's Kis- 
sel, Harry Truman's Stafford, Pres. Eisen- 
hower in R & L Electric. See the freak- 
ish Pneumobile with pneumatic spring- 
ing, evolution of the streamline body, 
1909 Car Buyer's Guide, Barnum and 
Bailey's first car, 2-cycle cars, World 
War | Trucks, Postpaid............ $2.00 


DeLuxe Fabrikoid bound......... $3.00 


Ciymer's Scrapbook of Early 
Auto Supplies and Equipment 


1,000 illustrations of every kind of ac- 
cessory and gadget offered for early day 
cars from 1909 to 1922, including model 
“T" Fords. A laugh on every page... . 
better than a comic book. Educational 
and historical, too! Postpaid..... $1.50 


CARS OF THE STARS 


and Movie Memories 
Foreword by Cecil B. deMille 


A new large (8'/x11) 160-page book with 
500 historical photos of early and fa- 
mous cars of movie stars, including early 
movie: sets. This is a book- full of pic- 
torial history of interesting bygone days 
of the movies, starting with photos of 
Thomas Edison's first movie studio. Every 
movie fan and lover of antique cars 
will want this fascinating, educational 
and humorous book, Postpaid....$2.50 


Deluxe Fabrikoid Clothbound....$4.00 


VOLKSWAGEN 
INSTRUCTION BOOK 


Full of photos, 
cutaway drawings 
and data cover- 
ing everything 
needed by the 
Volkswagen owner x 
for servicing and operating his car. 
' Written both in German and English, 
which makes this book unique, informa- 
tive, instructive for Volkswagen owners, 
prospective owners, enthusiasts, mechan- 
ics and dealers, Postpaid Greie iS $1.00 








PUBLICATIONS 


For Christmas Gifts 
We Offer 16 New Books 


The Comr 
7 iT) 


| HANDBOOK 


| 


BOOKS FOR FORD 
OWNERS 


FORD SPEED MANUAL 


Newly revised Ford Speed Manual with 
90 charts, photos, drawings. All about 
hot rods, late cars and speed tuning the 
V8, Ford Six and A and B Models. Also 
tune-up section on Mercury and Lincoln 
CONG; URNS kas s esi sha kGeis $2. 


HOW TO HOP UP 


FORD AND MERCURY 


This excellent book tells all about soup- 
ing and speed tuning Ford and Mercui 
V8 engines by Huntington. Over | 
authentic drafts, charts, photos. Tells 
how to get the most for r money in 
speed equipment and discusses 

cuts to increase power output. a 





CLYMER'S CATALOG 
OF 1955 U. S. CARS 
Newest of Floyd Clymer's we'l-known 
series of U.S. automobile cata.ogs, this 
book includes many improvements over 
tevious issues, with special articles, 
th descriptive and technical, on the 
various new cars, and a nore 5 


format. Postpaid ................ - 


1955 INDIANAPOLIS “500” 


OFFICIAL YEARBOOK 

The famous book that gives all facts 
about the- Memorial Day 500-Mile Race 
at the Indianapolis Speedway. Floyd Cly- 
mer's 1955: yearbook offers in 112 pages 
authentic and complete details about 
drivers, cars, results and prize winnings. 
—from the first qualifications up to 

final day. More than 350 excellent and 
thrilling photos of the drivers and their 
cars in garage area, in pits, and in ac- 
tion at s ‘with inside facts 
by such noted race writers as Russ Cat- 
lin; Norman Werking and AAA Techni- 
cian Harry Hartz. Includes an enlarged 
technical section which in text and pic- 
tures describes new technical features 
and specifications. A new INDIANAPO- 
LIS RACE annual which covers every- 
thing for every true race fan. Postpaid 


$1.50 
DeLuxe Edition Fabrikoid binding.$3.00 


indianapolis Back Issues 


1954 Yearbook....$1.50, Deluxe $3.00 
1953 Yearbook....$1.50, Deluxe $3.00 
1952 Yearbook....$1.50, Deluxe $3.00 
1951 Yearbook....$1.50, DeLuxe $3.00 
1950 Yearbook....$1.50, Deluxe $3.00 
1949 Yearbook... .$1.50, DeLuxe $2.50 
1948  Yearbook....$1.50, Deluxe $2.50 
1947 Indianapolis Supplement. .... $1.00 
1946 Indianapolis Supplement... .. $1.00 


| NEW 1955 EDITION 
hae FORD OWNER'S HANDBOOK 


This newly revised handbook by Technical Editor 
TE : Elfrink covers servicing of all model V8 Fords 
Pi - from 1932 to 1955, including OHV engines and 

| | automatic transmissions. Also includes all 6-cylin- 
4 der and V8-60 models. Every Ford owner will find 
this latest book on Ford maintenance valuable, 


informative and authentic. 275 charts-and draw- 
! ings. 224 pages. Priced low at $2.00. 
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BOOKS FOR CHEVROLET 
OWNERS 
1955 Chevrolet Owner's 
Handbook 
Newly revised edition just off the press 


covers all Chevrolet Six and new V8 
engines, including Powerglide transmis- 
sion. This book by Technical 











chanic, and valuable 
ordinary owner. Postpaid......... $2.00 
HOW TO HOP UP 
Tots ob Shear encoen cad ache atten 
s a 
the Chevrolet Six a “EMC. Hints po 


























HOW TO BUILD 


A FIBERGLAS CAR 

This informative book fiberglas ex- 

, W. |. Boyce-Smith & Edmond Kelly 
includes 60 Jorgenson drawi: covering 
every step in building fibergias bodies. 
Data on styling, sketching, models, use 
of materials for makin 3 attach! ‘ 
trimming and finishing ly. Written in 
non-technical language, Read this book 











odie. Pelee sn. See 
1955 MOBILGAS 
ECONOMY RUN 





Complete history with. 250. photos of 1955 
Mobilgas Economy Run from Los Angeles 
to Colorado Springs, Colo. Complete 
charts, drawings, photos, all contestants, 
rules, regulations and also a travelogue 
with beautiful scenic photos. 

secrets revealed. Postpaid $1 
im pene. ok cast mene tole 

pages... all abc 
stock cars for road or track $2.00 
THE MODERN CHASSIS 
All about world-famous suspensions, 
chassis design, brakes, etc. 160 charts 
ORG: GENRE Fis baperrk iv kendo $2.00 
CLYMER MAGAZINES 
AUTOMOBILE TOPICS 

America's oldest automotive magazine 
(established 1900). The prestige maga- 
zine of the auto indus ifferent from 
other auto magazines. ntains news of 
the industry, production figures, techni- 
cal, engineering and racing articles, de- 



































scriptions of all new el cars... 
Sample, 50c; per year, $5.00 
CYCLE 






World's largest motorcycle monthly cir- 
culation, Worldwide coverage all motor- 
cycle competition events and new mod- 
els. Technical articles, road tests, full of 
interesting ads. ‘ 

Sample, 35¢; per year, $3.50 
























Los Angeles 6, California 
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Curtice Lays Move to ‘Misinformation .. .’ 


GM Grants 5-Year Franchises 


big. Should be the groundwork for 
laws to protect the car-buying: pub- 
lic and the retail auto dealer.” 
“GM is too big, powerful and 
ruthless and should be busted up 
as Standard Oil and Pullman were.” 


(Continued from Page 1) 
ment of the five-year plan. Many 
dealers questioned by AvuTomorTive 
News expressed hope that the five- 
year plan would lead to a more 
equitable franchise agreement in 


able to let you go if some guy 
doesn’t like the way you part 
your hair. However, I’ve always 
figured that if you do the right 
kind of job, they’ll come looking 
for you.” 








the cancellation area. 

Five-year franchises still will 
not give GM dealers the “indefi- 
nite duration” status granted 
Chrysler Corp. and Ford Motor 
dealers since before the war. 


A Texas Buick dealer observed 
that the GM franchise lists “in- 
ability to provide adequate market 
representation” as a ground for 
eancellation with cause. 

“Those volume boys in Flint have 


“Dealers’ only salvation is for 
regulation or government control 
to protect us from atrocious treat- 
ment from Ford and GM.” 


“GM will break the remaining 

















































Ford and Lincoln-Mercury fran- | a perfect out,” he said. independents in another year or f 
chises, however, contain a “can- Several Ohio and Michigan deal- two. de a | 
cellation-without-cause” provision | ers forecast that there would be a ; Y 
as well as a “cancellation-with- | cooling-off period on GM dealer MINNESOTA dealer said the 
cause” section. GM and other | cancellations. investigation came too late. 
makers’ franchises do not per- “They really got stung this year,” GM, he said, will weather the 
mit “cancellation without cause.” |one Ohioan said. “They finally got storm and do it all over again with- 
Studebaker-Packard recently put|to realize there’s nothing bigger | out interference. 
all its franchises on an open-end /|than the U. S. Senate.” Asserting that GM’s witnesses 
basis similar to the Ford plan, but Pas Meee “have made a very poor case,” an- j 
with a “cancellation - with - cause” THER dealer comments on the| other Upper Midwest dealer praised 1 
clause similar to the one at GM. Senate hearings ran as follows:|the “strong case” presented by | Buffalo Show Manager Visits Nash Display— 
American Motors remains the| “We hope.it will help develop a| NADA and individual dealers. Marjorie Baker, secretary, Buffalo Automobile Dealers Assn., and Buffalo Auto Show. ' 
only major car builder whose deal-|more equitable contract and some| An Indiana retailer declared that | manager, visits the show's Nash exhibit with, from left, R. J. MacCulley, Nash assist- | 
ers operate under one-year fran-/| improvement in dealer net.” “dealers could solve their -OwWN| gnt sales promotion manager; H. W. Cohn, president, Ebke, Inc. (Nash), Buffalo; | 
chises. A spokesman indicated that; “If all is well, no one will be/ troubles, if they only would.” Mark Page, zone manager; Miss Baker; Maxwell Brown, president, Brown Motors” 
extended agreements were under/hurt; if not, remedies will be} Indiana University’s Dr. Charles | soies (Nash), Buffalo, and R. B. Clement, assistant zone manager. The Nash exhibit I 
consideration for Hudson and Nash | found.” M. Hewitt, who gave the Senate | features a 1956 Rambler: C 
dealers. “Hearings should do some good | subcommittee a digest of his 400- a 
Fo oe oe for dealers and the country by | page study of dealer franchises, t 
fe HE Curtice announcement to} stopping wild and silly merchan- | said that the five-year GM fran- e e 
the subcommittee follows: dising practices, many of which | chises still will be “almost mean- Blitz Ad Foes on Rise c 
oe our discussions here on ss — ——e and promoted | ingless” if unaccompanied by can- t 
riday, made the statement to| Dy factory o s.” llati lief. ° ’ ° ‘oe: . . 8 
; you and the committee that the| “Wouldn't the New Dealers love ss The wail majority of Federal “Strip- Tease’ Prices, ‘Gimmick D eals Charged i 
i relationships between General Mo-|to have our industry under con-| and state court decisions to date,” By Dealers Opposed to Wild Tactics 
I tors and the vast majority of its|trol? We should have a different) pr, Hewitt pointed out, “regard ; a 
} 17,000 dealers are on a very high contractual relationship with fac-| the franchise as lacking in ‘good Ts national campaign against door for $51.73 a month. The fine ~ | 
level. I also said that the contract | tories. , : faith’ upon which damages could blitz advertising of new cars is|print advised that the offer was @ 
i with our dealers has had long ex- It's a good thing. Brings out the| he awarded. The decisions have | beginning to bear fruit and it’s the | predicated on a “normal” 1954 { 
j perience and that it has proved to|@Vils when a corporation gets too! mostly been inclined to uphold | dealers themselves who are leading | tradein, ; 
f be a very satisfactory agreement the factory yardsticks by which | the fight. ee n 
both for our dealérs and for Gen- Dealer Waterhouse dealers are cancelled.” Reports from Cincinnati and “TERRIFIC, sensational nonstop ; de 
{ eral Motors. At the same time I A GM Ps rapa said = cor-| the Northwest last week — volume sale,” announced Utter | is 
advised this committee that if the poration had no plans to make any| cated that many dealers are : 3 
agreement with our dealers can be Offers Sales Tax franchise changes other than the | up with their blitzing brothers. arms than Poariace ter Scan th 
improved, we will improve it as we * . extension announced by Curtice. | But there’s still a long way to “actual average difference” aul pe 
can find ways of improving it, just Bill ut P a. H ouse Chrysler representatives, in the| go. For every sensible ad, there |. otioned savings of $317 to $408 
as we have over a long period of SB wake of the Curtice announcement,| are several in the “crazy” class. cu 
t years HARRISBURG, Pa. —-(UTPS).—| said their franchises all went on an| 1, cincinnati ‘Woody Sander,| ,,S¢ott (Chrysler-Plymouth), Bal- 
y : Pennsylvania appeared last week | ; definite-duration basis in 1987. n ‘Cincinnati, oody § ’| timore, used the must-go theme ch 
“While the relationship with |t, pe head les | indefinite-dura resident of the Cincinnati Auto- 4 
0 eaded back toward a sales| q,..<) is engaged in drawing | PT®™ : the last three days of November. @ tic 
the vast majority of our dealers (1,, 4t an increased rate — with | Co'YSlerT now gag & |mobile Dealers Assn., said many ; 
has been in fact, a long-term [fyoyse j tvodueti . 2 |up agreements for the new Plym- dealers had. Written him to com- It advertised, “21 cars must be — 19 
j arrangement, only they, through ae a. Sere! nets denies corps, and it is ex- lain of giveaways and wild offers sold. Our best month on record — th 
F providing a 3 percent retail. levy by |... will be identical ‘with |? g y gives 21 people the chance to get @ sa 
; experience, understand and are (Rey Ww. W. Waterhouse, Erie Re-| Pected these | in the local papers. : ” : 
: aware of this. In the past the sultieda aie ies: aalaee, the Chrysler division, DeSoto and | ee | the best savings on record. 3g 
. public has not been particularly | Tie pI] : iced inde- | D0d8e pacts. aa ‘ ‘The ad described 10 Plymouths, @ 4V 
concerned with this matter and sisumecianer ron eee a toeme eee —s be sake oF siotiaee — 4 nine Chryslers and two Imperials, 
hence has had little or no infor- | understood Republican leaders have pow Rgairanmes: settand Sp e+) a et has no machinery to|. In New York, two Oldsmobile” Fe 
mation on the subject. Within | beon withholding introduction of a|. CUS their selling agreements| 0) t* i iers who violate it dealers used the 1955 price angle. N 
the last few days, the public has |Gop 2 percent sales tax pending|i" @ny way last week. Ford would|P 3 Paramount Oldsmobile, “New 
been grossly misinformed by | senate decision on the controversial |"°t even refer newsmen to the In the Northwest, however, two/ v.11, Oldsmobile Supermarket,” Bu 
widespread publicity given to |31, percent manufacturers’ excise changes made in its franchises ajdealers lashed out at gimmick said, “We are selling (’56s) at 1955 da 
misleading statements made by levy proposed by Gov. George M year ago, when the dealer heir deals and under-cost sales by plac- prices.” The ad mentioned “no Ne 
L witnesses, including the few com- || ooger ; "| clause was inserted. |ing strong ads in which they at-) rn oney down, special finance pro- (™ th 
4 plaining dealers who have The ieckee bill later was reported The sudden and dramatic way by | tempted to debunk the wild offers. gram.” ’ at 
appeared before this committee. (fom the Senate Finance Commit-| Which GM extended dealer fran- “There’s no strip-tease pricing a. P48 fro 
F “Because of the public misunder- | ¢,, following a two-day hearing chises ordinarily would have been! at Riach,” declared Riach Olds- REST OLDS CORP. offered 1956 
‘ standing and the possible damage | several administration amendments | 88° One news in Detroit, head-| mobile Co., Seattle. Oldsmobiles “at '55 closeout ze 
be to General Motors goodwill, which | writing exemptions into the bill|@@tters city of the giant corpora-| pe. aq continued: “There’s a| prices,” and Kendor Oldsmobile pe 
4 in turn affects its hundreds of thou- | were added in committee. tion: reason why you see so many ‘strip- | advertised, “Wanted for Murder— @ W 
sands of employes, its dealers, its) Business and industry generally|_ [™Stead, the ‘announcement drew |t.ac¢' new-car prices these days.'Kendor Olds is murdering prices— fo 
bi suppliers and its stockholders, I feel | >,,0sed the measure, spearheaded Saag news blank "a ro Motor | There’s just no other way—except |200 factory fresh Oldsmobiles must al 
{ impelled to do what I have not!}, Ben. Moreell, chairman, Jones | ©'Y: Detroit's three daily news- stripped down to body, engine and|be sold by Dec. 15. No reasonable be 
; considered necessary heretofore—/¢@ Taughlin Steel Corp., and C. F.| Papers had been strikebound since | ,ocjs for the others to come | offer refused. You make the terms.” ci: 
namely, to formalize a continuing | ti554 president, U. S. Steel Corp the previous Thursday, and scanty | ciose to our price for the great new And Charles Kreisler, Inc., also be 
F long-term relationship with our| tjyger either sales tax proposal, radio and television newscasts |i5¢ Oldsmobile—fully dressed.” . N. Yoek iid tek oak all po 
dealers, which for all practical pur-| jt ig understood that only the cash |COUld give the auto capital only ee ae “‘Olds) Chris _ It 
: poses has been in effect in General | gigs : highlights of the Curtice announce- E uae | eee tmas. ® pre: 
A erence after tradein would be t IACH quoted prices on four “88 “Step right u and call me Santa | 
! Motors for many years. subject to the levy. Waterhouse’s | ™°"™ R i i e ie i “T’ sho 
: “ " ? Sia en ane models and said they included /Qjaus,” Kreisler advertised. “I’m 
; Accordingly, today, I am send-|»:op0sal would apply as follows: tomatic transmission, heater and ; clar 
i ing the following telegram to the| No ¢ to 10 ts: 11 to 40 Ellis Fills Fleet Order RULOMIATEC, Teas , : making deals that can place a caf 
i General Motors car and truck|~4. 5 UP O° eo . : defroster, radio and other optional | in every stocking for the merriest 
} ™ . cents, one cent; 41 to 70 cents, two| LONE PINE, Calif. — Ellis Mo-| items ‘ ” 
dealers: : : : : Christmas ever. 
; es . cents; 71 cents to $1, three cents, | tors (Ford) has delivered eight new do Wentworth & Peer eer os ve 
} My cae aan a a and 3 percent over $1, 1955 Fords to Inyo County officials. tects eae asked: “Tired 5 l S l 
General Motors which became ef- of listening to gimmick deals?” 6-Mode ales 
fective Nov. 1, 1955, will, if agree- It then named some of the « 
able to you, be extended to expire gimmicks, such as “one-cent sale Top Last Year 8, 
5 Oct. 31, 1960. This offer would ex- on accessories—no money down, 
3 tend the term of the agreement three years to pay—$700 on any- Chrysler Says 
. from one year to five years. If thing that rolls—mink coat with 
: accepted, the amendment to accom- every deal.” , ee eee ioe Rvs be 
i; plish this will be submitted to you , ‘ _|lers and Imperials are y 
by the division with which you Warming fo its sunject, bee ahead of sales of 55 models in on 
, worth & Irvin declared: “We thin bl iods 
have a selling agreement. ‘ z ; l parable per é 
: this kind of malarky is an insult cot 
“This will mean, in effect, that ba : year ago, ac 
to the average person’s intelligence. to E. M. EB 
our dealers now can have a five- : : ; ing to E. M. & 
; We don’t give away anything. We d r 
year agreement with General en, genera 
M make a profit on each deal and so sales manager 
otors, On the other hand, any does everyone else. That’s for sure Chrysler division 





General Motors dealer can still 
terminate this five-year agreement 
at any time on 30 days’ notice if 


he chooses to do so.” 
* * ae 


lengthened its notice period from 
60 to 90 days last January. 

While loth to “stare a gift horse 
in the mouth,” GM dealers com- 
mented that much room for im- 
provement still exists, beyond the 
five-year relationship. 

“Of course,” said a Detroit 
Chevrolet dealer, “they'll still be 





Despite winter weather, paid admissions 


Assn. 


16,238 Pay to See Auto Show— 





for the five-day Sioux Falls (S. D.) Auto 
Show amounted to 16,238, according to W. E. Cummings (Lincoln-Mercury), show | (Ford), : 1 
chairman. The 39th annual show was sponsored by the Sioux Falls New Car Dealers | motorists to “step into a ’56 Ford,” |for the same period in 1954,” ! 


or they wouldn't be in business very 
long.” 
K * * 
LSEWHERE on the advertising 
front, a St. Louis Ford dealer 


M’s cancellation notice period ‘ ; se - 
¥ will continue to be 90 days—an oo & jnegt ae nee Saeiios he Sales for 
industrywide notice period. Ford 8, q . se . ais 10-day peri@é 


in allowances as high as $2,428 for 
a@ 1955 Ford. 

Commented a St. Louis resi- 
dent: “There is, admittedly, some 
difference in Fords.” 

Eastern Oregon Motor Co, 
Pendleton, Ore., invited 


and advertised a Customline four- | 








The new caFk 
are setting a 
time sales record 
in some areas, } 
said. @ 


ended Nov. 
were 4,026, an increase of 9.6 pel 
cent over the preceding 10-day D& 
riod, he said. 

“Sales from Jan. 1, 1955, througlt 
Nov. 20, 1955, were 148,292, an ime 
crease of 75.8 percent over 


said. 
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C use Celebre... 


‘Travis Story Reveals 
| Year of Tribulations 


(Continued from Page 4) 


me, detailing these four correc- 
tive measures which he had taken: 


41. The addition of two salesmen, 


giving him four fulltime salesmen 


and one partime salesman. 

2. The switching of the parts 
manager, who “had a wide ac- 
jquaintanceship in St. Charles,” to 
sales. 

3. The resurfacing of the used- 
car lot. 

4. The installation of a new light- 
ing system on the lot. 

In addition, Travis reported that 
he soon expected to add a young 
man to his staff, who was then at- 
tending the GM Institute, partly 
under the sponsorship of Travis. 

* * * 


OV. 1, 1954—Travis received his 

three contracts from Buick, 
Pontiac and GMC. The Buick fran- 
chise had the addenda attached 
and this time it was signed by Bar- 
bata. 

Nov. 2, 1954—The company re- 
ceived a letter from Gordon Camp- 
bell, zone service manager, who 
strongly criticized the Travis serv- 
ice operation. 

Among other things, Campbell 
complained that an unusually 
high percentage (31 percent) of 
Travis repair orders were for 
single items. 

Travis’ reply to this was “We 
never try to sell a man anything he 
doesn’t need.” 

Campbell also complained that 
the Travis tuneups were down, 
that the shop housekeeping was 
poor, that he wasn’t getting enough 
repair orders from recent new-car 
customers. 

Travis’ general reply to these 
charges is that his service absorp- 
tion in the first nine months of 
1954 was 67.3 percent, compared to 
the zone average of 60 percent. He 
said that in the five years, 1950- 
1954, his. service absorption had 
averaged slightly over 80 percent. 

* ok * 


Football Saturday 


OV. 20, 1954—This was a Satur- 

day, a day or two after the ’55 
Buick introduction. It was also the 
day of the traditional Missouri- 
Nebraska football game—a day 
that meant a lot to “Brick” Travis, 
a former All-Missouri Valley tackle 
from the U. of Missouri. 

On this day, a couple of top 
zone officials unexpectedly ap- 
peared in the Travis showroom. 
When told that Travis was at the 
football game and that his top 
aide and partner, “Agate” Web- 
ber was in charge, one of the offi- 
cials became highly excitable and 
began commenting on Travis’ 
poor performance. 

It was reported that, despite the 
presence of several customers in the 
showroom, the officials loudly de- 
clared that the trouble with Travis 


* * * 





Where Travis Started Business— 


was that he wasn’t giving large 
enough discounts. 

The zone official was told of a re- 
cent deal in which the Travis offer 
to a customer of a $250 discount 
was undercut by a $500 discount 
by a St. Louis dealer. The official 
said that Travis should have met 
this offer. 

* * * 

C January, 1955—Ané6ther 

inspector from the zone office 
visited Travis for most of one 
morning. The inspector made sev- 
eral charges which Travis eventu- 
ally disputed and proved that the 
inspector was wrong. The inspector 
then admitted that he had been 
given the incorrect data by the 
girls in the office and apologized. 

(Travis and Weber both said that 
all during this period they had the 
feeling that a carefully prepared 
trap was being set for them and 
that it was only a matter of time 
before they would lose the Buick 
franchise.) 


Mid-January, 1955—Buick asked 
Travis to participate in a direct- 
mail advertising campaign. 
Travis agreed, but requested that 
he be permitted to edit the mail- 
ing list, compiled mostly from re- 
cent registration lists. 

This request was refused and the 
first of the three or four mailings 
was sent to 700 names. Travis said 
that 71 of these were sent to one 
competing dealership, pointing up 
the fact that any sales conclu- 
sions or other information based on 
the registration lists was complete- 
ly false. The cost to Travis was 
about 30 cents a name. 

Travis wrote a letter of com- 
plaint about the waste in the di- 
rect-mail campaign, but the com- 
plaint was ignored and the other 
mailings followed to the same 


addresses. 
* * ~ 


Phony Registrations 


N THIS connection, Travis com- 
mented that a large part of the 

Buick case against him was based 
on the registration rolls. It was 
claimed that Travis wasn’t giving 
Buick the proper percentage of 
sales, or penetration, among the 1,- 
394 cars registered in St. Charles 
County in 1954. 

Travis carefully examined the 
registration rolls furnished by the 
dealer association and found that 
some 407 of the registered car 
buyers did not live in St. Charles 
County. 

In other words, the competing 
dealers were selling the cars to per- 
sons from other areas and then 
registering them with addresses in 
St. Charles County to give them a 
higher penetration in their market. 

Travis said regretfully that he 
had done this a number of times 


himself, so that he would not have 
o* * ~ 





The St. Charles Garage and adjoining salesroom (far right) into which J. Ed 
Travis, former Buick-Pontiac-GMC dealer, moved in 1920. The building was a former 
St. Charles (Mo.) livery stable. The garage was run independently. Standing in 
front are the former owners and an early Buick (right). 
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a completely disgraceful penetra- 
tion in his county. 
* * * 


H® CITED the case of one make, 
of which 68 units were sold in 
St. Charles county. Only 37 of these 
were delivered in the county. 

Of the others, 13 were regis- 
tered from the dealership ad- 
dress; five from the bookkeeper’s 
address; four from the sales 
manager’s address; three from 
the local post office, and six from 
miscellaneous fictitious addresses. 

Early February, 1955—Barbata 
and Simpson paid another call on 
the dealership and complained that 
the used-car lot was not satisfac- 
tory, that the used cars were dirty 
(Travis said that it was shortly 
after some bad weather) and that 
the customer labor charges were 
not adequate. 

Mid-February, 1955—Travis won 
a Pontiac sales award. 


May, 1955—Travis feels that fac- 
tory pressure against him was 
stepped up about this time, shortly 
after he was quoted in AUTOMOTIVE 
News as describing how difficult it 
was for a dealer in a fringe area 
(St. Charles is about 16 miles from 
the city limits of St. Louis) to com- 
pete with the metropolitan dealer. 

* * + 


Day of Cancellation 


UNE 8, 1955—Suddenly The Long- 

Expected Day was at hand and 

the dreaded notice of “cancellation” 
dropped on Travis. 

Barbata telephoned Travis, ask- 
ing if he would be in the following 
morning. Travis said he would and 
Barbata said he’d be out to see him. 

Promptly at 9 a.m. the next 
morning Barbata walked into the 
showroom. And almost simultan- 
eously Arnold A. Butzow, GMC 
zone manager, came in the side 
door. Travis reported this ap- 
proximate conversation: 

Travis—“Well, it looks like a 
meeting of the GM club. 

Barbata—“Yes, Tom (Thomas 
Meriwether, Pontiac zone manager) 
will be here in a minute. 

When Meriwether arrived a few 
minutes later, Travis suggested 
that the foursome adjourn to the 
Travis home a few blocks away. 
Travis offered his guests cigars and 
refreshments but they declined. 

Barbata began, “On Oct. 31, we 
are not going to renew your con- 
tract.” He then listed the things 
that GM ‘would do for Travis “on 
his way out.” 

(Travis said that he was permitted 
to return most parts for current 
models and the three previous 
years, accessories purchased in the 
previous six months, tools and 
equipment purchased in the past 
year on the factory’s recommenda- 
tion and signs at a “negotiated” 
price. He said the total return to 
him was only about 5 percent of 
the dealership’s valuation, variously 
reported at from $225,000 to $250,- 
000. GMC has a more liberal parts 
return plan than the auto plants.) 

+ * * 


EFERRING to his cancellation, 
Travis asked “Why?” 

Barbata replied, “Because you 
haven’t stepped into volume selling 
like I hoped you would.” 

Travis then asked Meriwether 
(Pontiac) what he had to say and 
Meriwether replied, “The same as 
Barbata told you.” 

Butzow (GMC) agreed with the 
other two. Someone remarked 
that it would be pretty unrealistic 
to leave anyone with just a GMC 
franchise. 


(It was later reported by friends| | 


that Travis wasn’t surprised at the 
Buick action but he was amazed 
that Pontiac and GMC would also 
cancel him.) 

Travis then stated, “It’s kind of 
rough after spending a lifetime 
building up a business .. . but with 
the one-sided contract that the 
factories had always offered, it 
might be that they could do it, but 
I won't take it lying down.” 

The meeting was over in 30 min- 
utes and Travis drove the three 
zone managers back to their cars. 

* + a7 


Grapevine at Work 


(O or three days later the full 
impact of the cancellation was 
felt by Travis Service Co. when 
word spread about St. Charles 
(population: about 17,000) that 
Travis was losing his franchise. 
Almost 
employes apologetically resigned, 
sales declined, service fell off and, 





immediately, four key | 





Travis Partners— 


The owners of Travis Service Co. are, 
from left, Irvin “Agate Weber, sales 
manager; J. Ed ‘‘Brick’’ Travis, president, 
and Fred W. Boschert, service manager. 
Travis owns 72 percent of the stock in 
the firm and the rest is divided between 
Weber and Boschert. 

s. & {se 


Travis, the marketability of his 
dealership vanished. 

A Travis salesman confronted 
Travis with the news about 48 
hours after the visit of the zone 
managers. The salesman said he 
heard the report from a local used- 
car man who had recently returned 
from an auction in St. Louis. 


Travis presumed that somebody 
was looking about for a replace- 
ment for him at the auction. 

Shortly thereafter, Travis lost the 
salesman, the parts manager, a 
mechanic and a cashier. All apolo- 
gized, but said they had to take 
more permanent jobs. 

~ * * 

Y 7, 1955—The formal notices 
of nonrenewal from the three 
divisions arrived at the dealership 
by registered mail. They were 
signed by Albert H. Belfie, Buick 
general sales manager; Meriwether 
for H. E. Crawford, Pontiac gen- 
eral sales manager, and R. C. 
Woodhouse, GMC general sales 

manager. 

duly 16, 1955—Travis sent let- 
ters appealing the cancellations 
to each division. The GM dealer 
relations book requires a dealer 
to file for an appeal within 15 
days after receiving the notice of 
nonrenewal. 

Travis also wrote to William F. 
Hufstader, GM distribution vice- 
president. Travis said that he 
wanted to make a personal appeal 
to Hufstader, feeling he knew him 
best because of the long Buick 
affiliation of both men. 

Travis told WHufstader of his 
(Travis’) background with Buick 
and of the “riding for more volume” 
to which he had been subjected by 
the Buick zone officials. He said 
they have been “chasing and 
hounding me” continually for sales. 

He also told of his hopes of some 
day turning over the dealership to 
his son (J. E. Travis Il, now 
attending the University of Mis- 
souri). He said the cancellations 
“destroyed a lifetime of loyalty and 
a relationship of 35 years.” Travis 
also offered to visit Hufstader and 
discuss the matter. 

About three weeks later, Travis 
said that Hufstader wrote him that 
“matters of this kind” are for the 
determination and handling of each 
respective division in view of the 
decentralized nature of GM. Huf- 
stader also sal d that he was 

* 





forwarding Travis’ letter to the 
Buick division. 

+ * = 
Letter to Belfie 


JULY, 1955 — Travis wrote 

Belfie about the situation, com- 

menting on Travis’ long and 

hitherto pleasant relationship with 

Buick. Travis asked that specific 

charges be made on Travis’ per- 
formance. 

He also commented on the 
“incorrect sales picture” created 
by the R. L. Polk 
and declared that the Buick 
representative “made no effort 
to help us find a buyer.” 

July 21, 1955— Belfie replied to 
Travis, stating that he had reviewed 
“our position” and found that the 
original decision was sound. 

It was noted that Travis’ sales 
performance versus “market avail- 
able” was short 13 cars in 1952, 27 
ears in 1953, 18 cars in 1954 and 
13 cars in the first months of 1955. 

Belfie continued, “Registrations 
for the first month of this year 
show that Mercury, Oldsmobile, 
Dodge and Pontiac are all selling 
approximately the same number of 
cars as you in the St. Charles area, 
which is certainly far from the 
situation nationally.” 
* * * 
A: 4, 1955—Replying to Belfie, 

Travis wrote, “We think we 
should be judged on the basis of 
Missouri, rather than the U. S. 
average.” 

Travis later commented that the 
only way every dealer could get up 
to one national average would be 
for one make to get 100 percent of 
the market. 

Travis again commented on the 
erroneous sales picture created 
by using the registration figures. 
He reported that 27.5 percent of 
the cars registered in St. Charles 

County were registered at deal- 
erships or at the home of deal- 
ership personnel. 

Travis also submitted a number 
of exhibits. One of these showed 
that even when the factory con- 
trolled the number of Buicks sold 
in St. Charles County in the 
immediate postwar years (because 


of lack of enough production), - 


Buick was in eighth place in 1947, 
ninth in 1948, fifth in 1949 and sixth 
in 1950. $ 
He also wrote that in the first 
five postwar years, 58 percent of 
the residents of St. Charles County 
purchased either a Ford, Chevrolet 
or Plymouth, compared with the 
national average of 51 percent. 
Travis also submitted an exhibit 
showing that he was only slightly 
under the total Buick sales penetra- 
tion in Missouri in the last several 
years. In the most recent full year, 
(1954), Travis noted that he 
achieved a penetration of 6.42 per- 
cent in his area, compared to a 
Missouri penetration for Buick of 
7.64 percent. Kite 
* 


Protests Ignored 


A™ 24, 1955—Travis again wrote 
Belfie, protesting the “cancella- 
tion leak” and declaring that he 
was not out-registered by Oldsmo- 
bile and Dodge in “legitimate” 
registrations. This letter received 
no reply. 

Privately, Travis said he was 
at a loss to understand why he 
was being criticized for being 
outsold by Pontiac since he was 

(Consingsd on Page 62, Col, 1) 
a 





Where Travis Ended His Business— 


J. Ed Travis, cancelled Buick-Pontiac-GMC dealer, in St. Charles, Mo., moved into 


this building, at 910 Clay St. in 1927. The showroom was modernized in 1950. 


Travis’ gas station is on the right. He also has a used-car lot, separate bump shop 
what was most injurious to (and a separate warehouse. 
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O’Mahoney Calls for Coo 





(Continued from Page 1) 


therefore should retain absolute 
authority over the issuance and 
cancellation of dealer franchises. 


He said the only GM dealers 
who had failed to prosper were 
those who were unprepared for 
competition. 

Defending volume dealers, he 
described them as hard workers 
who did the best job for the public, 
the factory and themselves. 

* * * 


Senate O’Mahoney welcomed 
the extension of GM dealer con- 
tracts to five years, declaring that 
it represented effectuation of a sug- 
gestion he made to the company 
last year. 

O'Mahoney commented, ho w- 
ever, that the GM action did not 
do away with other aspects of 
the sales agreement which dealer 
witnesses had com about 
as inequitable. He specified “can- 
cellation without cause.” 

Following his announcement on 
the contracts, Curtice said he had 
received many wires from dealers 
indicating their satisfaction with 
GM policies and expressing belief 
that the company was -being un- 
fairly attacked before the subcom- 
mittee. 

* + * 
ja ?, in turn, read a 
wire he had just received from 
a New York dealer. 

The dealer said his district man- 
ager had called him to suggest that 
he send a telegram to GM officials 
which the latter could use to back 
up their testimony before the sub- 
committee. 

The dealer added, in his wire, 
that he was sure he wasn’t the 

only one approached by factory 
officials to do this. 

Curtice appeared astounded. He 
denied knowledge of any factory 
pressure, asserting that if any dis- 
trict manager undertook such an 
act, it was on his own hook and 
he (Curtice) repudiated it. 

O’Mahoney later read into the 
record a telegram sent him by John 
B. Quinn, president of the Nebras- 
ka New Car Dealers Association, 
which contained a_ resolution 
adopted by the Association at its 
convention in Omaha last week. 

+ * * 


7 association said it opposed 
economic controls but that “Un- 
less there is immediate and satis- 
factory improvement in the unila- 
teral and inequitable relationships 
now existing between manufac- 
urers and franchised dealers, there 
is no alternative except for the 
association to strenuously press for 
the passage and enforcement of a 
stronger manufacturers’ licensing 
law at the next session of the Ne- 
braska Legislature.” 

The association added that 
Federal legislation also might 
be necessary. 

The Nebraska protest against al- 
leged factory abuses was aimed at 
all makers. The association’s con- 
vention was held before Curtice 
made public the GM decision to ex- 





Tires to Films, 
Story of O’Neils, 
Told in Article 


NEW YORK.—Life magazine has 
published its answer to the ques- 
tion: “What is a tire company do- 
ing with a movie studio?” 

The answer, the magazine said, 
is found in a combination of the 
tax situation and the trend towards 
industry diversification, but mainly 
the secret lies, the publication said, 
in a “little known family from the 
Midwest, the O’Neils.” 
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tion... 


tend the duration of dealer fran- 


chises. 
* * + 


Factory Retailing Hit 


"MAHONEY stated that he had 

received many complaints from 
dealers about direct factory sales, 
and he suggested that Curtice send 
a telegram to dealers advising them 
that GM no longer would sell cars 
directly to GM employes. 

Curtice brushed off the sugges- 
tion, saying that the number of 
direct sales to GM employes was 
small and that these sales “have 
nothing to do with bootlegging.” 

Curtice contended “no one in the 
industry has done as much about 
bootlegging as I have.” 

He said that in February, 1954, 
he dispatched a letter to GM re- 
tailers and wholesalers appealing 
to them not to sell cars to nonfran- 
chised outlets for resale. 


In the letter, he deplored the 
“cancerous growth” of bootlegging 
and termed it a “malignancy which 
if not stopped will eat away at the 
vitals of our business.” 

* * * 


Recalls Buyback Plan 


_ his appeal, Curtice 
said, bootlegging contin- 
ued. Then, he said, GM approached 
the Department of Justice, ex- 
plained the bootlegging problem, 
and asked for clearance on the 
GM buy-back plan. 

Under this plan, he said, GM 
would stipulate in the sales 
agreement that the dealer give 
the company a chance to repur- 
chase all cars the dealer con- 
sidered as overstock, rather than 
have the dealers sell them as 
bootleg merchandise. Curtice 
said violation of this provision 
would have been a cause for 
cancellation. 

Curtice said the Department of 
Justice refused to give advance as- 


Olds Entertaining 
400 Sales Aces 
At Florida Resort 


LANSING.—Oldsmobile’s ‘top 400’ 
dealers and sales managers, win- 
ners of the division’s 1955 sales con- 
test, are being feted at a four-day 
“Florida holiday” this week at the 
Boca Raton Hotel and Club. 

The sales contest, in which 
dealerships of similar size and sales 
potential vied with others for top 
honors, ran for the three-month pe- 
riod starting in July and ending in 
September. It was titled “Back to 
Boca” in recognition of the first 
sales leadership holiday staged last 
year at the Florida vacation spot. 

Jack F. Wolfram, general mana- 
ger of Oldsmobile and General 
Sales Manager G. R. Jones, are on 
hand to act as holiday hosts. 

Accompanying the winning 
dealers and sales managers are 
Oldsmobile regional, zone and dis- 
trict managers, who likewise won 
the trip in direct competition with 
other field sales personnel. 


Blueprint for Re form Sought 


surance that criminal proceedings 

would not be brought in case the 

department later decided to test 

the legality of this provision. Con- 

sequently, the plan was dropped. 
* * * 


Only One Taker 

TICE said that last February 

GM offered to repurchase “ex- 

cess” cars from dealers, although 

the arrangement could not be for- 

malized in the sales agreement be- 

cause of the Justice Department’s 
stand. 

Under questioning GM officials 
cited only one instance in which 
the offer was taken up. A New 
York dealer, it was said, re- 
turned some taxicabs. 

Curtice declared that overproduc- 
tion was not the cause of boot- 
legging. In 1954, he said, new GM 
models were in bootleg channels 
before franchised dealers were ade- 
quately stocked. ; 

He said there was one reason 
for bootlegging—‘“the selfish desire 
of dealers for quick, easy profit” 
at the expense of the public, other 
dealers and the manufacturer. 

oa * + 


Forcing of Cars Denied 


URTICE said that the dealer 

who indulged in bootlegging 
probably was not living up to his 
contract in maintaining an ade- 
quate sales staff, building good cus- 
tomer relations and developing his 
sales potential. 

A sharp exchange between Cur- 
tice and O’Mahoney was set off 
when the Senator remarked that 
GM could take other steps to 
curb bootlegging. 

“You could provide that the 
dealer not be required to take more 

cars than his sales area can ab- 
sorb,” O’Mahoney said. 

Curtice quickly interjected that 
GM dealers were not obligated to 
buy any cars. “We don’t supply 
them with a single car that isn’t 
ordered,” he said. 

* x * 


Dealer Plaints Cited 


"MAHONEY said dealer testi- 

mony indicated that pressure 
was exerted and that such inven- 
tory forcing resulted in the dealer 
selling at a loss and on unsound 
financial terms. 

Curtice again snapped that GM 
did ‘not force unwanted cars on 
dealers. 

At a later point, Curtice said 
that bootlegging, price packing. 
and the lack of territory securi- 
ty were the three matters prov- 
ing “troublesome” to dealers. He 
said all three were outside the 
area of factory control. 

Several years back, Curtice said, 
the manufacturers had to with- 
draw territory-security provisions 
from their sales agreements be- 
cause of a Department of Justice 
opinion that such provisions vio- 
lated 2 antitrust laws. 

on a * 


Senator Eyes Solution 


ENATOR O’Mahoney noted that 
Congress had the power to 


FACTORY —DEALER COOPERATIVE ADVERTISING CONTRIBUTIONS 


WILLIONS of DOLEARS 7D 








GENERAL MOTORS vs. FRANCHISED DEALERS 
NET PROFIT BEFORE TAXES AS A PERCENT OF SALES 
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NADA Measures Return on Sales— 


While listening to dealer testimony, including that of Frederick J. Bell, NADA 
executive vice-president, the Senate antitrust and monopoly subcommittee had @ 
chance to study this diagramming of factory-dealer profits. The bars represent : 
profit before taxes as a percent of sales for 1949-54 and the first six months of 
1955. General Motors earnings are shown to hover around the 20 percent mark 
while dealer intake is closer to 5 percent, though both company and dealer have 


done worse. 


amend the antitrust laws so as to| suffered reverses because they were 
legalize franchise provisions aimed| unprepared for the day “when 
at eliminating the causes of boot-| customers ceased walking into their 
stores clamoring to have their 
He said he had some ideas a8 | names put on an order blank.” 
The dealers who did prosper 
along with GM, he said, were those 
who took the company’s advice to 
expand their investment in the 
postwar period to meet a foresee- 


In his testimony, GM Vice- able increase in demand. 


legging. 


to needed legislation but was re- 
luctant to talk about them. He 
said he would rather have the 
cooperation of the industry in 
working out a blueprint for legis- 
lative solution. 


President Hufstader said the large 
majority of ‘GM dealers had pros- 
pered and were “among the most 
successful small businessmen in 
the country.” 

“The value of a General Motors 
franchise has never been greater 
than in the period since the war,” 
he said. i 

= + * 

Backlog of Applicants 
_ the war, it was neces- 

sary in many cases for our 
divisions to seek out qualified 
potential dealers who were willing 
to accept a franchise,” Hufstader 
said. “Today, whenever a franchise 


most instances.” 

He said that at present there 
was a backlog of 5,976 applicants 
for GM franchises. 

Hufstader said a few dealers had 


Bell to Hufstader: 
GM Contract Is 
A Booby Trap 


WASHINGTON.—While William 
F. Hufstader, General Motors dis- 
tribution vice-president, was still 
on a Senate witness stand last week 
defending the GM dealer contract, 
NADA already had an answer for 
him. 





stader repeatedly asserted that “the 
contract speaks for itself.” 


Said Bell: 


“I agree fully with Mr. Hufstader.| Was detrimental to their interests. 


It most certainly speaks for itself 
—and the dealers don’t like what 
it says. 


“This sales agreement, which H 


other ‘officials of General Motors 
have referred to erroneously as a 
‘contract,’ is a booby-trap for the 
dealers, all of whom look to Senator 
O’Mahoney and his committee for 
relief that is long overdue. 

“I was interested, too, in the 
condemnation of bootlegging by 
General Motors witnesses. Here 


‘Greater Risks’ for Maker 


store” distribution of cars had been 
found wanting because the nature 
of the product required substantia 
facilities and organization to dis. 
play, sell and service it. 

Turning to the franchise arra 
ment, he said: 


bility to the consumer. 
“It is the manufacturer 


becomes available, there is a wait-| creates the franchise in the f rst 
ing list of qualified prospects in| Place. Hence, they should be 
the position to dispose over it 
while affording reasonable protec 
tion to the dealer for his investment 
and his business. 


"yuu ability to dispose cannot 


the dealer,” Hufstader said. “The 
manufacturer must be in a position, 
based on his judgment and on his 
judgment alone, to retain a fran 
chise, to grant it or to withdraw it” 


this reason the emergence of the 
one-year franchise was, in GM’s | 
opinion, “a logical and sound 
development.” 

“We are still of that opinion,” 
added, “despite the offer now out 

Frederick J. Bell, executive vice-| standing with our dealers to extend) 
president of NADA, noted that in| the term of the current one-year 
answer to senators’ questions, Huf-| agreements to five years.” es 

Hufstader said GM had t 
unsuccessfully on the whole, @ 
convince dealers that price packing. 


dealers who regarded it as unethic 
had been forced to go along “i 
self-defense to meet competition.” 

Hufstader asserted that the fac 
tory was powerless to oppose pricé 
packing as it could not, under thé 
law, attempt to fix retail prices. 
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UFSTADER testified that “off- 
the-shelf” and “department- 
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“It is clear that the manui 
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* * * 


Defends One-Year Pacis 


in any sense be shared with 


iad 


Hufstader contended that for 


8 


ca 


* *~ * 
Hails Volume. Dealers 
E SAID the practice had be 
come so widespread that m 


He defended the “volume 










dealer,” saying that aspersions 
cast against him as a “wheeling- 
and-dealing” operator were a 
warranted. i 


again, the record speaks for itself. 
“NADA was instrumental in hav- 
ing bills introduced in both — 
83rd and 84th sessions of the Con-| ,, 
gress that would have the effect of| “These are the dealers bog 
permitting the automobile manu-| 2 their jobs,” Hufstader said. 
facturers to reinstate the so-called ae shan oak — : 
1 i 8 : 
assist him. Gerry, 39, is executive| Per-Car Ad Contributions Compared— eect ats wee ddes” ©*\ Their absence from their establ be 
head of General Tire; John, 38, is| In its presentation to investigating senators, NADA made a point of factory-dealer| “Not one single witness appeared | Ments, either for —or rf Ss 
financial consultant, and Tom, 40, | advertising costs. An NADA chart shows that for every new Chevrolet, dealers are| from the General Motors Corp. to| T@4S0ns, are kept to a minimut De: 
is the TV and movie specialist. assessed $20 while General Motors tosses in $6. For Oldsmobile, the dealer is| testify on behalf of these bills. Ij He said the facts. showed e 
General Tire’s first venture out-| charged $30 or $35 per unit, depending on the series; the maker congributes $9| wonder. then. if General Motors; volume operators were the mo 
side the rubber industry was in the| or $11. For Pontiac, the dealer shells out $25 and the factory $7.50. For each|isn’t protesting publicly against a| successful, doing the best job 
30s with purchase of a radio sta-| Buick, the dealer pays $25, $30 or $40; the factory, $7.50, $9 or $12. For Cadillac,| sin which they enjoyed very much/| the customer, the factory and, a 
tion the article said. the dealer ante is $45, $50 or $60; the factory gives $13.50, $15 or $5. in private.” importantly, themselves. 


a William Francis O'Neil, called an 
“elderly leprechaun” in the article, 
® began by organizing General Tire & 
Rubber Co. in 1915 and today “he 
presides over an empire which .. . oe 
controls Mutual Broadcasting Sys- ee ee ee be A 
tem and RKO.” 

The magazine listed his sons who 
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AUTOMOTIVE NEWS, DECEMBER 12, 1955 


‘Car, Truck Output Estimates 


By Automotive News 


PASSENGER CARS 
(U. 8. PRODUCTION ONLY) 




















Week Week Jan, 1 Jan. 1 

Ended Same Ended Total To ‘o 
Dec. 10, Week, Dec. 3, Output, Dee.11, Dec. 10, 

1955 1954* 1955* November 1954* 1955 
AMERICAN MOTORS 4,500 1,995 3,624 12,507 94,296 153,481 
BODE © sviniscdittsiiorsincioge 1,525 864 1,307 4,780 31,047 50,290 
EA ssuisphdontobagecciact canted 2,975 1,131 2,317 4,727 63,249 103,191 
CHRYSLER CORP. .... 30,150 32,724 32,171 133,541 639,230 1,286,314 
Charysler oun... 3,700 4,216 4,022 16,394 89,535 165,991 
TOOD  ivesss icnpscteonensssesees 3,000 2,917 3,598 12,676 62,659 123,500 
SDN yvssecscxssectsowsdeséoteca 6,750 7,830 6,642 29,471 132,019 295,742 
Plymouth. ................00. 16,700 17,761 17,909 75,000 355,017 701,081 
FORD MOTOR. ............... 50,420 40,159 50,004 210,692 1,576,727 2,125,704 
Continental .................. ae. stata 94 Se 1,005 
SED do ivibeite<scbieohs <taimsaney 39,500 34,075 38,984 163,245 1,302,610 1,669,366 
SOMNEED sachsen cEedasccchsedens 1,250 657 1,284 4,545 34,176 37,556 
NOUEY © 5..6soscseccceseesceeee 9,600 5,427 9,732 42,637 239,941 417,777 
GENERAL MOTORS .. 91,109 70,405 87,307 377,339 2,669,843 3,779,577 
SEL, virccvncassacscedtnassestnong 19,000 11,958 17,375 63,141 496,162 738,152 
ee ee 4,000 3,811 3,362 14,799 114,132 143,442 
Chevrolet. .................... 41,700 34,135 39,302 181,515 1,313,462 1,729,498 
Oldsmobile .................... 14,509 9,269 14,506 61,240 406,381 609,908 
INO 3 Saiinigcsrsherepecossces 11,900 11,232 12,762 56,644 339,706 558,577 
KAISER MOTORS ...... .......... TS; 7 teediviohe’ . Spthececiih 16,254 5,799 
RINE siccheh at caachel aseipboom: sedetewwn ©). coained 2S salahal ti aah 5,303 1,021 
RNID | -nctsischcapascatisccsivomas ” opasirinys SUE. «:/ cqetthote os heclioes he 10,451 4,778 
@P CORP. ..............0......:. 4,810 3,036 4,518 14,480 110,324 169,607 
Packard .......... ssatevoenenans 1,590 318 1,522 5,992 25,907 66,071 
Studebaker .................. 3,220 2,718 2,996 8,488 84,417 103,536 
Total Cars, U. S. ........ 180,989 148,567 177,714 748,559 5,106,674 7,520,482 

*Revised. 
COMMERCIAL CARS 
(U. S. PRODUCTION ONLY) 

Week Week Jan. 1 Jan. 1 

Ended Same Ended Total To Te 
Dec. 10, Week, Dec. 3, Output, Dee.11, Dec, 10, 

1955 1954* 1955* November 1954* 1955 
CHEVROLET ................. 9,100 5,862 8,974 37,671 308,179 382,190 
DIAMOND T .................. 100 83 90 382 3,279 4,987 
DIVCO 60 98 289 2,788 3,567 
DODGE 2,163 1,465 6,356 89,052 92,536 
FORD 7,781 8,338 35,584 282,116 353,835 
GMC 1,226 2,700 10,461 72,421 98,094 
INTERNATIONAL 1,667 3,525 13,254 88,305 120,876 
SS Senin A nlp ncaignn oibihine 400 190 432 1,535 6,697 14,424 
tices sini crtteasondicedak guess 100 108 95 382 7,009 5,064 
STUDEBAKER ............. 495 528 573 2,014 15,222 17,374 
IES cx decisis ckagh deb apiduckcs 370 225 347 1,537 10,152 14,254 
PIRES vs scecccesectsercsoshooce 1,810 1,917 1,721 7,220 71,480 73,893 
MISCELLANEOUS ....... 100 112 100 417 5,372 4,740 
Total Trucks, U. S..... 28,365 21,922 28,458 117,102 962,072 1,185,834 











ME cic cnhicae ieee 209,354 170,489 206,172 865,661 6,068,746 8,706,316 
Total Cars, Trucks, 

IOI sons 2ssascoxcgcinnase 7,440 5,355 7,260 29,490 331,694 433,777 
Grand Total, ares 


Cars and Trucks, 


U. S. and Canada...216,794 175,844 213,432 895,151 6,400,440 9,140,093 
*Revised. Miscellaneous includes Autocar, Corbitt, Marmon H., Brockway, Four-Wheel 


Drive, Sterling, Federal, etc. 


N.B.: All U. S, totals include cars and trucks for military orders. 





Truck-Rail Suit Slated. 
For Trial Next Month 


NEW YORK. — A Jan. 17 trial 
date has been set in the trucking | 
industry’s $250 million treble-dam- 
age civil antitrust suit against ma- | 
jor eastern railroads. 


However, the three-year-old suit | 
may not come to trial on that date. | 
It is 35th on a list of cases to be! 
heard in a two-week session and 
may be pushed back to April unless 
& special interim date is set. 


The suit was brought by the 
Pennsylvania Motor Truck Assn.) 
and 37 trucking firms. Defendants 
are 31 eastern railroads, several of 
their presidents, the Eastern Rail- 
Toad Presidents Conference and 
Carl Byoir & Associates, Inc., a 
New York public relations firm. 

The suit charges the defendants | 
conspired in a campaign of slander | 
and propaganda to destroy the bus- 
Mr a eet ae 


Dealers Elect Moulder 


SYRACUSE, N. Y¥.—The Chrysler 
er Council of the Syracuse re- 
gion, encompassing all of New York 
except the New York City 

area, has elected James D, Moulder 
n. He igs president of Moul- 


der Motors Inc., Tonawanda. 





iness of interstate trucking com- 
panies in the northeast. 

Despite masses of pretrial depo- 
sitions taken by both sides, defense 


| attorneys may ask a postponement 


on the ground they are not ready 
for trial. An out-of-court settle- 
ment is possible, but top spokes- 
men for both sides have asserted 
there is no cease-fire arrangement. 





NIADA Seeks to Sign 


All Independent Dealers 


WASHINGTON.—Officers and 
directors of the National Inde- 
pendent Auto Dealers Assn. plan 
to contact and sign up every in- 
dependent dealer in the nation 
during NIADA’s current member- 
ship campaign. 

They also will attempt to sign 
franchised dealers as associate 
members, according to Stacey 
Rowell, Miami, NIADA president. 
“We want free competitive enter- 
prise and intend to grow big 
enough to protect our interests,” 
Rowell said. 





Another 180,000 Cars Roll . ... 


Production Within 2% 
Of Weekly Record 


(Continued from Page 1) 


per, ended Saturday, and now are|lion mark in calendar-year produc- 
only 479,518 units away from the| tion. 


eight million mark, according to 
Automotive News. estimates. 

If the manufacturers continue 
at their present rate of 28,661 
cars a day, however, it would 
mean they would complete the 
year with 17,979,358 assemblies, or 
just about a day’s, work off the 
eight million To reach 
eight million, they will have to in- 
crease operation about 1,309 units 
a day. 

The nine-millionth vehicle of the 
year, however, is expected to roll 
from the line Dec. 21, according to 
Automotive News estimates. The 
best car-truck output to date is the 
8,002,443 vehicles turned out in 
1950. 

* * * 

ENERAL MOTORS continued 

to pace the field last week with 
the production of 91,119 units by 
its five divisions, or 900 units below 
its alltime weekly high of 91,940 
cars built during the week ended 
Apr. 30. 

Chevrolet scheduled 41,700 car 
assemblies last week to increase 
its projections 2,400 units over 
the previous week; Cadillac 
turned out 4,000 units with the 
help of a six-day work week; 
Buick upped schedules to 19,000 
from 17,375 the previous week; 
Oldsmobile held steady in the 
14,500 bracket, and Pontiac slid 
from 12,762 cars the previous 
week to 11,900 units last week. 

Ford Motor Co., continuing to 
produce at a near-record pace, 
jumped its schedules from 50,094 
cars the previous week to 50,420 
units last week. 

* x + 

ORD division, working 15 of its 

16 car assembly plants on a 
six-day week, turned out 39,500 
cars last week, as compared with 
38,984 the previous week. Mercury, 
working only one of its four as- 
sembly plants on Saturday, dropped 
from 9,732 units the previous week 
to 9,600 cars last week, and Lincoln 
remained steady in the 1,250 
bracket. Continental scheduled 70 
assemblies last week, or a 24-unit 
drop from the previous week’s 94 
units. 

Chrysler Corp. was the only 
member of the Big Three to cut 
output last week, dropping from 
32,171 units during the week 
ended Dec. 3 to 30,150 last week. 

Plymouth scheduled 16,700 cars 
last week, as compared with 17,909 
the previous week; Chrysler divi- 
sion dropped from 4,022 units dur- 
ing the week ended Dec. 3 to 3,700 
last week; DeSoto slid from 3,598 
the previous week to 3,000 last 
week. Dodge was the only division 
to increase output, jumping from 
6,642 units the previous week to 
6,750 last week. 

x * * 

ONTINUALLY increasing out- 

put at Studebaker helped in- 

crease Studebaker- Packard pro- 
duction to 4,810 units last week, or 
nearly 300 more cars than were 
produced the previous week, while 
American Motors, with both Hud- 
son and Nash steadily hiking oper- 
ations, jumped from 3,624 units the 
previous week to 4,500 cars last 
week. A breakdown of the two cor- 
porations showed Hudson with 
1,525 units; Nash with 2,975; Pack- 
ard, 1,590, and Studebaker, 3,220. 

Truck operations slipped 
slightly last week as the pro- 
ducers assembled only 28,365 
units, or 93 less units than were 
built the previous week. 

Canadian assemblies, with only 
Chrysler, Ford, Studebaker-Pack- 
ard and Nash-Hudson in operation, 
totaled 7,440 units last week, as 
compared with 7,260 cars and 
trucks the previous week. 

* * * 


Car Output Sets 
November Mark 


ROMOTION of °748,559 cars in 
November set an alltime rec- 
ord for any November, and left the 
manufacturers just 737,530 units 
away from the coveted eight mil- 


Total output through the first 

11 months of this year was 

7,262,532 cars, or 604,022 more 
units than were built during the 
entire year of 1950, the best car- 

production year on record. ‘The 

previous high for November out- 
put was the 508,418 cars built in 
1954. 

Included in the November rec- 
ord were two corporate standards 
set by Ford Motor Co.; two indi- 
vidual records each by Ford divi- 
sion and Chevrolet, and a new top 
in car output by Oldsmobile. 

* * * 

ORD MOTOR built 210,692 cars 

in November to eclipse the 
short-lived high of 209,439 cars pro- 
duced during the previous month. 
Adding to the car total the pro- 
duction of 35,584 trucks during the 
month also gave the company a 
new vehicle output standard of 
246,276 units. The former high of 
243,614 cars and trucks in one 
month was set in October. 


Ford division built 163,245 cars 
in November to break its former 
monthly high of 162,597 cars in 
October and also set an alltime 
car-truck standard with the as- 
sembly of 198,929 units during the 
month. The previous high of 
196,507 cars and trucks was 
established the previous month. 


Chevrolet, likewise, set new 
standards in both car and car- 
truck output during November. Its 
production of 181,515 cars shattered 
its former high of 173,030 cars built 
in March, and its output of 219,176 
cars and trucks in November broke 
its former top of 211,416 total units 
in May. 

* * * 
SMOBILE’S production of 
61,240 cars in November just 
eclipsed its former high of 61,091 
units in July. 

Plymouth turned out, 75,000 
cars in November to climb with- 
in 37,000 units of Buick in ll- 
month totals. The failure of 
Buick to reach pre-changeover 
levels until the last week of the 
month held the divisions’s No- 
vember output to 63,141 cars. 
Factory-released figures for the 
first 11 months showed 
with 674,860 assemblies and Buick 
with 711,771. 


Other Big Three makers and the 
number of cars produced during 
November were: 

DeSoto, 12,676; Chrysler division, 
16,394; Dodge, 29,471; Continental, 
265; Lincoln, 4,545; Mercury, 42,- 
637; Cadillac, 14,799, and Pontiac, 
56,644. Chrysler’s overall car output 
for the month was 133,541 units. 

* z of” 
Oren among the little 
Three show Studebaker-Pack- 
ard leading with 14,480 assemblies, 
followed by American Motors Corp. 
with 12,507. Kaiser-Willys is still 
out of production. 

A breakdown of Little Three 
output showed: 

Hudson with 3,080 Wasps and 
Hornets and 1,700 Ramblers; Nash 
with 5,429 Ambassador and States- 
man models and 2,298 Ramblers; 
Packard with 5,992 cars and Stu- 
debaker with 8,488 units. Stude- 
baker also produced 2,014 trucks 
during the month. 


x * * 

A NEW high also was set by the 

truck manufacturers in 
November. Last month’s commer- 
cial-car output hit 117,102 units, as 
compared with 113,561 in November, 
1952, best previous high for that 
month. 

Chevrolet and Ford again were 
the top producers with 37,671 and 
35,584 trucks respectively, while 
International ranked third with 
13,254 units. 

Revised figures for the other 
makers were: 

GMC, 10,461; Willys, 7,220; Dodge, 
6,356; Studebaker, 2,014; White, 
1,537; Mack, 1,535; Diamond T and 
Reo, each 382; Divco, 289, ind 
miscellaneous, 4-7. 





Frank J. Edwards, 78; 
Dodge Dealer Since 1914 


MILWAUKEE. — Frank J. 
Edwards, 78, founder and, board 
chairman of Edwards Motor Co. 
(Dodge-Plymouth) and president of 
NADA in 1931, died Dec. 5 after a 
heart attack. 

Mr. Edwards founded his business 
in 1907 and first handled the Kissel 
Kar. In 1914 he became a Dodge 
dealer and the first auto he received 
was the 29th manufactured by 
Dodge Bros. 

An employes savings fund was 
started by Mr. Edwards in 1940 and 
this year it totaled $750,000 in 
assets, wholly owned by the work- 
ers. Last year, in honor of his 40th 
anniversary as a Dodge dealer, Mr. 
Edwards was saluted by W. C. 
Newberg, Dodge president, for his 
“dynamic support of free enter- 


prise ... (and) ... active leader- 
ship in community affairs.” 
ok * * 
A. Galamb 


DETROIT.—Joseph A. Galamb, who in 
1944 retired as engineer in charge of the 
Ford Motor Co. body shop, died here Dec. 
4. Mr. Galamb was one of the top engi- 
neers taking part in the development of 
the Model A Ford. 

. * * 


Donald E. Brooks sr. _ . 
AUGUSTA, Me.—Donald E. Brooks sr.,. 
president, Brooks & Drew, Inc. (Dodge- 
Plymouth), here, died Nov. 1, shortly 
before his 58th birthday. The firm also 
operated a dealership in Gardiner, Me. 


* * * 


A. G. Hornbeck 
MONTICELLO, Ind.—A. G. Hornbeck, 
70, an auto dealer here for 28 years until 
his retirement 13 months ago, died Dec. 2 
at his home in Monon after a heart 
attack. 
~ * * 


E. W. Fitch 
SHELTON, Wash.—E. W. Fitch, 565, 
owner of Fitch Ford Sales, is dead. 
* * 2 


H. M. (Mack) Cockburn 
WALLA WALLA, Wash.—H. M. (Mack) 
Cockburn, who operated the Milton-Free- 
water branch of Wid Johnson Motors 
(Packard), died following a heart attack. 
* * * 
Edward L. Mather 
MILWAUKEE.—Edward L. Mather, 92, 
one of the organizers of the American 
Freight Traffic Bureau, died Nov. 24 in 
Misericordia hospital. He was one of the 
founders in 1912 of Mather, Sanders & . 
Dodge, transportation counselors, and was 
its president until a short time ago. A 
native of Detroit, he came to Milwaukee 
in the early 1900s. 
* * * 


ST. LOUIS. — George A. Phillips, 59, 
treasurer and office manager of Big 
Motor Sales, Inc., died’ Nov. 26 after a 
heart attack. For 10 years prior to Jan. 1 
this year he was office manager of E. B. 
Jones Motors Co., and had been in the 
auto business since 1927. He was a member 
of the Greater St. Louis Auto Dealers Assn. 

* * * 


F. Howard 

DAYTON, O.—F. Howard 65, 
president of Cooper-Jackson Co., died Nov. 
27. One of Dayton’s pioneer auto salesmen, 
he had operated his own auto sales business 

from 1912 to 1938. He then entered 

real estate business. He returned _to 
auto trade about a year ago as president 
of Cooper-Jackson. 
* * 


Eugene LeRoy 
ERIE, Pa.—Eugene LeRoy, 64, who made 
the first sale of a Plymouth car in Erie 
County, died Nov. 26, 
well auto agency in Corry, Pa., and then 
later handled Plymouths. He left the auto 
business some years ago. 
* Dt * 


He operated a Max- 


Henry Frank 
ROSSVILLE, Kans.—Henry Frank 
52, a used-car dealer here, died 
heme Nov. 30. He was found in his car 
in the garage, dead by suicide from carbon 
monoxide gas, . anaes report said. 
ca 


Edward Rossie 
ASHTABULA, O. — Edward Rossie, 57, 
who operated Rossie Motors (Chrysler- 


Plymouth) here, is dead. 
e. ¢ 


Olin H. DeForge 
PITTSFORD, Vt.—(UTPS)—Olin H. De- 
Forge, 46, local automobile dealer, is dead. 
* + * 


Carl W. Rowe 
HENNIKER, N. H.—(UTPS)—Carl W. 
Rowe, 78, president and treasurer, C. W. 
Rowe, Inc., which he started here 45 years 
ago, is dead. ‘ ‘ _ 


William A. Beadling 
PITTSBURGH.—William A. Beadling, 75, 
a Dodge-Plymouth dealer in Turtle Creek, 
Pa., died Dec. 5. Mr. Beadling first became 
a dealer in 1926, handling Star and Durant. 
He switched to Dodge-Plymouth in 1930. 
* * * 


Joe A. Johnson 
JONESBORO, Ark. —Joe A. Johnson, 
sales manager for a Jonesboro motor com- 
pany, died Nov. 17 in a local hospital after 
a heart attack. He was 56. 


A New Auto’s Lure 


VALPARISO, Ind.—One automo- 
bile dealer’s display of 1956 models 
proved entirely too tempting. A 
new Oldsmobile was stolen from 
the showroom of Cxnada Motor 
Sales Co. on the very first night it 
| was exhibited. 
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Travis and Aide Give Detailed Account. . . 


What Goes On at Appeal toGM 


By Joseph M. Callahan 
Staff Writer 

ST. CHARLES, Mo.—What goes 
on behind the closed doors at the 
General Motors Building in Detroit 
when a cancelled dealer appeals to 
the GM Dealer Relations Board? 

The first detailed account of 

a dealer’s appearance before this 

august and powerful tribunal of 

the world’s largest corporation 
was given to Automotive News 
last week by Irvin (Agate) 

Weber, secretary and part owner 

of Travis Service Co. (for- 
merly Buick-Pontiac-GMC), of St. 

Charles, Mo. 

Weber’s account begins: “On the 
night of Sept. 7, 1955, ‘Brick’ (J. 
Ed Travis jr., president of Travis 
Service Co.) and I went by train to 
Detroit to keep an appointment 
with the GM appeal board, made 
by them for 10:30 am. the next 





Travis Explains 


What Happened 


Year of Tribulations 
Mark Dealer’s Story 


(Continued from Page 59) 


the responsible Pontiac dealer at 
the time. 

Sept. 8, 1955—Travis and Weber| 
appeared before the GM Dealer 
Relations Board in Detroit to 
appeal the cancellation. (See 
detailed account of this appeal on, 
this page.) 

Sept. 12, 1955 — Letter arrived 
from GM, announcing the findings. 
of the Dealer Relations Board. 
Finding: The cancellation stands. 

Oct. 25, 1955— Travis appeared 
before the directors of the Missouri 
Automobile Dealers Assn. in Jeffer- 
son City, Mo., and told the story of 
his cancellation. Travis, who is a 
director, then withdrew from the 
meeting to permit a free discussion. 
The directors passed a resolution, 
accusing GM of “disgracefully 


| sufficient data, unless Travis had | 


morning in response to our request 
for a hearing on the decision of 
Buick, Pontiac and GM Truck di- 
vision not to tender us new con- 
tracts after the expiration of the 
present ones on Oct. 31, 1955. 

“We were ahead of the time spe- 
cified and were met and enter- 
tained in an anteroom of the con- 
ference room by @ Mf.u..........ccccccceeeee 

At about 10:50 a.m. we were ad- 
mitted to the conference room by 
Mr. Hopkins (Spencer D. Hopkins, 
GM director of sales), secretary of 
the board, and there met by Mr. 
Curtice (Harlow Curtice, president 
of GM), Hufstader (William F. 
Hufstader, GM vice-president of 
distribution), Belfie (Albert H. Bel- 
fie, general sales manager of 
Buick) and some eight or ten more 
whose names I do not recall. 

“Some were division represent- 

atives and some evidently were 
members of the appeal board, 
although nothing was said as to 
who was who. 

(Travis said that he recalled a 
board of 24 or 25 men. He said 
the group included John W. Wad- 
dell, Buick midwest regional man- 
ager, and J. B. Nash, Buick assist- 
ant sales manager.) 

“Curtice stated that the purpose 
of the meeting was to consider the 
request of the Travis Service Co. 
to reconsider the decisions of 
Buick, Pontiac and GMC divisions 
to not offer us new contracts, and 
invited Travis to make any state- 
ment he wanted to.” 

Travis began his defense by say- 
ing that he had some copies of 
the pertinent data on the situation 
but Curtice said the board had! 


some new information. 

Travis volunteered that he did} 
have some new material, copies of 
which he supplied to the board. 
Travis then asked if he should read | 
the new data and Curtice told him) 
to sit down and read it. 

Weber relates, “Among the first 
statements read by Brick was one 
to the effect that he wanted to state 
all the new facts pertaining to our 
case because he reasoned that the) 
board, by granting the hearing, 
recognized some merit in our case. 





shabby treatment” of Travis. 
* a” * 


CT. 26, 1955 — Rep. Clarence 

Cannon, chairman of the House 
Appropriations Committee, wrote to 
Harlow H. Curtice, GM president, 
that the Travis cancellation “indi- 
cates an industrial ruthlessness 
which warrants protective legisla- 
tion.” Cannon, a Missouri Democrat, 
had attended the Jefferson City 
meeting. 

Oct. 31, 1955—The three Travis 
franchises expired and the Travis 
family was without a Buick con- 
tract for the first time in 49 
years. (Travis’ father held a 
Buick franchise in Tarkio, Mo., 
from 1906 to 1923.) 

Nov. 10, 1955— Pontiac officials 
visited the dealership to pick up 
the large painting of Chief Pontiac 
which Travis had been awarded a 
few years previously because he 
was an outstanding Pontiac dealer. 

Nov. 25, 1955—NADA conducted 
an investigation in St. Charles and 
some 40 city and state dignitaries 
and competing dealers testified to 
Travis’ honesty, ability and civic- 
mindedness. ‘ 

* * 


OV. 30, 1955—Travis and several 
supporters testified in Wash- 
ington before the Senate antitrust 
and monopoly subcommittee. 
This day was also one of the 
which 


“on the way out.” He was given 
until Nov. 30 to eee = 


tly 
longer time was allowed by 

Pontiac and GMC. 

Briefly, Travis was told to take 
inventory of and tag his entire 
parts supply. (Travis parts for the 
three vehicles had a valuation of 
$20,000-$25,000.) Then half of each 
tag was sent in to the factory, 
which selected those parts that 
were returnable and sent the suit- 
able tags back to the dealer. The 
dealer matches these returned tags 
with the appropriate parts and 
sends these parts back. 

The Future—Travis said that he 
has been so busy “getting out” that 
his future plans are undecided. 





‘percent of efficiency’ figures and 


“Curtice immediately inter- 
rupted him and very definitely 
emphasized that the board did 
not admit any merit in the case 
because of having the hearing, 
but that they would give any 
dealer a hearing that requested 
it. Brick then proceeded to read 
the balance of our communica- 
tions.” 

Then Belfie approached a large 
chart and began explaining graphi- 
cally how the Travis Service Co. 
had failed to sell as large a per- 
centage of Buicks in its area as 
Buick was selling throughout the 
U. S. He used page after page of 
the chart to emphatically dq rive 
home his points. 

(Both Travis and Weber were 
amazed by these charts prepared 
by both Buick and Pontiac. The 
charts were the typical swinging- 
leaf type, with pages about 3% feet 
high and two feet wide. They esti-| 
mated the Buick book to have 
about 20 pages and the Pontiac 
book to have about 15 pages. Both 





that they were new to him and that 
he did not understand them, but 
Curtice replied that he was sure he 
(Travis) did.” 

Travis said that it was almost 
impossible to conduct a profitable, 
big-volume auto business in an 
area on the fringe of a large met- 
ropolitan area, such as St. Louis. 
He also quoted the low profit fig- 
ures shown by NADA 

Then, according to Weber, 
“Curtice said, with some heat, 
that NADA figures were wrong 
and not to be relied upon and 
that Buick figures for their 
dealers were much higher and he 
said that we could rest assured 
that Buick figures were correct. 

“Hufstader interjected that even 
in 1939 when Buick got fourth 
place nationally, the Travis Serv- 
ice Co. was seventh in our terri- 
tory. When Brick challenged him 
on this statement, Hufstader failed 
to produce figures, whereupon 
Travis produced them, showing 
that we were in fourth place then. 
Hufstader then replied, ‘I take off 
my hat to you.’ 

“T think it was at this point that 
Curtice said that the Sloan era had 
passed.” 


Following this, the Pontiac repre- 
sentative made his presentation, ac- 
cusing Travis of not selling enough 
Pontiacs, of not buying a direct- 
mail advertising campaign from 





MIDDLE ATLANTIC 


NEW YORK CITY'S 
SKYLINE 


AUTO AUCTION 


EXCLUSIVELY FOR AUTO DEALERS 


You are 100% safe because all titles 
and checks are insured 


EVERY TUESDAY 12:30 P.M. 


GREENPOINT AVE. & PROVOST ST. 
BROOKLYN 22, N. Y. 
Tel. EVergreen 3-4800 


Auctioneers—David B. Spielman 
John W. Becker 


AUTO AUCTION 
TIM ANSPACH 
"Midway,"" Stop 20 
Albany-Schenectady Road 


ALBANY, N. Y. 


(For Dealers Only) 
EVERY MONDAY ... 12 NOON 


Member of N.U.C.D.A. and N.A.A.A., Inc. 





said they were impressed by the 
elaborate and detailed case that 
had been prepared for the hearing.) 

Weber continued, “They came up 
with some figures of ‘percent of 
efficiency’ and numerous other 
statements and figures too. confus- 
ing for me to remember. 

“Belfie also had charts compar- 
ing our sales with what they said 
they definitely knew we should 
sell, along with the figures of our 
profits for many years, with the 
definite inference that we should 
have sold more units for them at 
less profit to us per unit. 

“At this juncture, Travis made 


the remark that it was the first 
time he knew anyone to be penal- 


ized for being successful. 
“After Belfie completed his chart- 
reading, Travis remarked that the 


U. S. percentage of industry figures 
were considerably different than 
Missouri's 


(with whom we should 
be compared) but Curtice replied 


that U. S. average was what they 
wanted and they were not satisfied 
with Missouri. 


“Travis also remarked about the 





New Jersey's 
Oniy Original Auction 


LEBANON AUTO AUCTION, INC. 
On Route 22—3 miles west of N. Plainfield 


Sale Every Wednesday at 12 Noon 
Dunellen 2-0915 and Dunellen 2-9849 





EAST NORTH CENTRAL 





Flint Auto Auction, Inc. 
3711 Western Rd. Flint, Michigan 


Exclusively for Dealers 


Here in the shadow of General Motors, you 
get the best buys. 


NEW CAR DEALERS balance their ‘tal here 
—Why not visit us real soon? 


Michigan's Finest Sale 
Titles and Checks Gueranteed 
12:30 — SALE EVERY WEDNESDAY — 12:30 
M, D. McCollum, Mgr. Phone Cedar 9-4492 








them at one time and of general| would be notified later of th 


non-cooperation. 

Travis said that he did not have 
data on hand to reply to the Pon- 
tiac accusations because Pontiac 
had never given him any written 
reason for its decision to not renew, 
although Travis had asked for such 
an explanation. 

He said that the Pontiac zone 
men had always indicated that 
they realized that Travis was not 
in a big-volume market in St. 
Charles. 

“Curtis stated,” Weber recounts, 
“that we had one champion on 
hand, as the GM Truck represent- 

ative had no charges to make. I 
then made the remark that we 
should give a standing vote of 
thanks to GM Truck, as cham- 
pions for us were few and far be- 
tween at this meeting. 

“Some general discussion fol- 
lowed in which Travis stated that 
the short time allowed by the vari- 
ous divisions meant a tremendous 
loss to us by sacrifice selling. 

“Curtice said he was sure the 
various division personnel would 
see that we were adequately pro- 


and said, ‘of course, I mean if 
this board sustains their de- 
cision.’ There were several smiles 
at this time.” 

Later Travis related that he told | 
Curtice that he had a lot of un- 
happy dealers who thought that the 
percent of profit the manufacturer 
made versus the 1.4 percent, which | 
Buick dealers made in 1954 was un- 
realistic. 

‘Is that so?” he said Curtice re-| 
plied. “All the dealers I talk to| 
are just as happy as can be.” 


| dressing” and offers no real avenue 


|panied at least by an attorn : 
tected—he then caught himself Pe 7! wees 


| would be difficult to keep track 


| through with it because they had 


|idea of the appeal board pretty 





Travis was then told that he 


EAST NORTH CENTRAL 





GRAND RAPIDS AUCTIONS, INC. 


On M2i—One Half mile west of Grandville, 
Mich. 


EVERY TUESDAY—CHECKS INSURED 
At 1:00 P.M. Sharp—Dealers Only 
Auctioneer: Col. W. E. "Bill" Nagy 
"Michigan's Best'’ 

Phone: ARdmore 6-4720 








MONTPELIER AUTO AUCTION CO. 
MONTPELIER, OHIO 
Sale Every Monday, 12:30 P.M. 
“WE NEVER MISS” 
All Checks Insured by Fidelity Ins. Co. of Tenn. 
Your Good Will—Our Most Valuable Asset 
On U. S. Route 20A Phone 5-9535 











DEALERS SAY 
Our greatest dollar values are at 
CARL MARKER'S 
FORT WAYNE 
AUTO AUCTION 
Oldest in the Mid-West 
One of the Nation's Best 
Sale Every Tuesday 
12:30 P. M. 
OPEN ALL NIGHT MONDAY 


Phone E 1254 Phone E 5209 
324 West Main Street, Fort Wayne, Indiana 
We Guarantee Checks 
Dealers Only 
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Fidelity Insured Checks 





Barometer 
APTCO AUTO AUCTION 


7 Years Old 
Conveniently located % mile from Detroit City Limits 
TWO BIG AUCTIONS EACH WEEK - -- 


WEDNESDAY AND FRIDAY AT 12 NOON 


19241 DIX-TOLEDO HIGHWAY (U. $. ROUTE 25) 
MELVINDALE, MICHIGAN 







































board’s findings. Weber said th 
hearing was concluded an hour an 
five minutes after it began and th 
he and Travis were escorted bac! 
to the elevator. 

A few days later Travis re- 
ceived a letter dated Sept. 9 (the 
day after the hearing) reporting 
that the board had concurred in 
the original decision not to re- 
new Travis’ contract. 


Travis and Weber drew theail 
conclusions from their experience | 
with the GM appeal board: 


1. The board is merely “window | 


of appeal to a dealer whose fran. : 
chise is not being renewed. _§f 

2. The dealer, who is allowed tg 
bring only one person—his genera 
manager—is at a distinct disad 
vantage when he is confronted by 
score or more of the top-flight cor-' 
poration men, who are thoroughly 
familiar with the situation, while 
the dealer is just as completely un- 
| familiar with what lies ahead. 


3. The dealer should be accom- 





4. The dealer should endeavor 
to take some notes of the charges 
made against him, although it 


of all the well-documented argu- 
ments made by the GM men. 


5. Travis and Weber said they 
expected little results from the GM 
appeal board but that they went 


been advised by NADA to exhaust 
all ‘the normal channels. 


6. They considered the whole 


worthless. 
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EAST NORTH CENTRAL 


WES COON 
AUTO AUCTION 


Auctioneers: Col. W. E. “Bill” Nagy 
W. T. “Tom” Nagy—tThe Great Father 
Son Combination. 

perenne at 12:30 

U. S. E'S 
On the Outekiets of Detroit, 





EAST SOUTH CENTRAL } 
recep nae 


JOHNSON AUTO AUCTIONS 
LAWRENCEBURG, TENN. 
Every Tuesday 


HUNTSVILLE, ALA. 
Every Friday 
Insured Checks and Titles 
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MOUNTAIN STATES 


COLORADO ; 
AUTO AUCTION q 
LITTLETON, COLORADO ; 
SOUTH DENVER 
DEALERS ONLY 
Sale Every Monday—11:00 a.m. 
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Owners: 
Francis R. Cassell 
Carroll Kopter 


i ila 


Phone Denver, SUnset 1-7821 


Wire Colorado Auto Auction FAX 
Denver, Colo. 
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Auctioneers: 
Colonels Johnny Weed and Deon Davis _ 


All cars paid for by our own check rie 
the First National Bank of Englewood, 
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Sales Representatives 
Wanted 


To sell and supervise installation and 
‘operation of unusual merchandising 
‘program. No competition; franchise 

ment available. Dealer contact 
experience of automotive background 
| in sales and service required. Our sales 
‘representatives enjoy permanent, dig- 
| nified, high income bracket positions. 
Program approved by major automo- 
tive monufacturers and sold interna- 
tionally. Expansion program provides 
immediate openings over the Central 
and Eastern United States and Canada. 
Nine Territories, out of 26, remaining 
fo be filled. 


Write Sales Engineering Institute, inc., 
p.0. Box 150, Detroit Lakes, Minn., giv- 
ing full details and recommendations; 
appointments will be arranged, and in- 
terviews will be necessary. 









GENERAL SALES MANAGER wanted by 
well established General Motors dealer- 
ship in southern Ohio city with ability 
and proven experience to develop and 
maintain a sales force capable of deliv- 
ering 400 new cars per year and give us 
the thirty-day used car turn-over we must 
maintain. The man we want must be 
able to operate a volume dealership in 
clean business-like manner profitably and 
successfully in today’s market. This is a 
splendid opportunity for the man of un- 
surpassed ability—attractive salary and 
bonuses. Please do not apply unless you 
have a proven record of accomplishment, 
have the finest character and very best 
references—must stand rigid investigation 
of your past performance. Send full 
resume, which will be confidential. Box 
5574, c/o Automotive News, Detroit 26. 





WANTED — SERVICE manager for west 
coast dealership, selling 500 Chevrolets 
and Bufcks yearly. City of 25,000. Salary 
and bonus—$10,000 per year. Answer 
Box 5606, c/o Automotive News, Detroit 
26. 


a 


DISTRICT 
MANAGER 


for position with GM car division. Between 
25 and 30 years old. Must have retail 
automobile selling experience. High school 
education required and some college pre- 
ferred. Write, giving complete resume, 
including present salary. Box 5614, c/o 
Automotive News, Detroit 26. 


a LA 


SALES MANAGER —A good opportunity 
for a capable man. One who can build 
and direct a new and used car sales 
organization in a Nash dealership in 
Nebraska. Write, giving past ten years’ 
employment, education, age, marital 
status and expected earnings in the letter 
of inquiry. Box 5594, c/o Automotive 
News, Detroit 26. 


USED CAR MANAGER for medium size 
Chevrolet dealership in Gulf Coast area. 
Must be qualified in retail and wholesale 
sales plus, reconditioning and personnel 
supervision. Salary and incentive bonus. 
Replies strictly confidential. Box 5595, 
c/o Automotive News, Detroit 26. 


OFFICE MANAGER — Chrysler-Plymouth 
dealer in Baltimore area has opening for 
thoroughly experienced man to take full 
charge of office and accounting. Excel- 
lent opportunity. Send full resume, which 
will be confidential. E. D. Meyers, C. P. 
A., American Bidg., Baltimore 2, Md. 


ACCOUNTANT 


POSITION available immediately with 
General Motors Corporation for experi- 
enced dealer accountant. Preferably 
single man to headquarter in Detroit. 
Position involves considerable traveling 


with extended absence from headquarters. 
Require one thoroughly versed 


in all 
phases of retail automotive accounting. 
Must be able to install dealer company 
records, furnish instructions to office per- 
sonnel and perform periodic examinations. 
Automobile furnished—all expenses paid. 
Furnish complete employment record, age, 
experience in letter of application. 
Box 5558, c/o Automotive News, 
Detroit 26 





SALES MANAGER—Top notch man for 
established, volume independent dealer 
in the greater Miami area. Must be able 
to hire, train and direct men, institute 
and follow up an aggressive program of 
sales and advertising. We want the best 
and will pay to get results. Box 5581, 
¢/o Automotive News, Detroit 26. 


GENERAL MANAGER FOR new 
ship in new building in wealthy 
suburb. Salary plus commission. 
Box 5585, c/o Automotive News, 


dealer- 
Detroit 

Write 
Detroit 


COMPLETE PROTECTION GIVEN 
AUTOMOTIVE NEWS’ READERS 


Automotive News will not divulge the 
Name of any classified advertiser using 
& box number. For our readers who 
wish to protect their identity when en- 
Swering box number ads, we suggest 
you send your replies direct to Classified 
ger, Automotive News. Enclose a 
Rote listing the .concerns which you 
Would not want your letter to reach. 
Your reply will be destroyed if the ad- 
is one you have mentioned; 
it will be forwarded im- 
Mediately to the advertiser. 


















DEALERSHIP HANDLING Pontiac 


AVAILABLE — 


CLAS 


Py] an estimated 
RATES: TWENTY-TW 
llc PER WORD. PA 
and address 
Box Number 
TEN DAYS 
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SALES MANAGER—Age 32, married, two 
children. Presently employed with Olds- 
Cadillac-GMC dealership in midwest city 
of 37,000 population. Have sales manage- 
ment experience with new and used autos 
and trucks, including reconditioning 
supervision. Would like to relocate in 
the south or west coast. Write to Box 
5596, c/o Automotive News, Detroit 26. 


SOUTH FLORIDA SALES position wanted 
at once, seiling new or used cars or both. 
I am tired of the snow and cold, have 
had 25 years’ experience as a retail 
automobile salesman, also capable of 
sales managers position or will take 
complete charge of dealership. Must 
have guaranteed salary but amount 
secondary. Write Box 5597, c/o Automo- 
tive News, Detroit 26. 


GENERAL OR SALES managership. Pres- 
ently employed as general manager of 
‘*Big: Three’’ outlet in 100 car deal. Have 
extensive factory and retail experience. 
Prefer Wisconsin, but will locate where 
necessary. Young, (28 years), ambitious, 
best references. Complete information 
upon request. Box 5598, c/o Automotive 
News, Detroit 26. 


I AM INTERESTED in sharing responsi- 
bility in a small dealership where there 
is a possibility of buy in later. 28 years 
of age, married, family, college educa- 
tion. Experience retail and company. East 
only. Box 5599, c/o Automotive News, 
Detroit 26. 


EXPERIENCED SERVICE manager and 
parts manager. 34 years old, married, 
have family. Nine years experience with 
Chevrolet deal in midwest. Have worked 
as wholesale parts jobber salesman. Can 
meet people. Have sold new and. used 
cars. Will relocate anywhere. Write Ken- 
neth Brault, Bradford, Ill. 


ACCOUNTANT—BUSINESS manager, 38, 
large 











volume New York GM dealer 
experience. Will assume heavy responsi- 
bilities and control expenses. Daily 
operating reports;. taxes; prompt, 
realistic, accurate financial statements. 
Highest recommendations. NYC vicinity. 
Write Box 5600, c/o Automotive News, 
Detroit 26. 


GENERAL MANAGER—Energetic, aggres- 
sive, ambitious, creative, age forty-four, 
married. Health excellent. Fifteen years’ 
experience new car dealer. Management, 
sales, advertising, personnel. Available 
immediately for any locale. Salary plus. 
Box 5601, c/o Automotive News, Detroit 
26. 


AUTOMOTIVE BOOKKEEPER, graduate 
accountant. Young, veteran. Relocate 
within 100 miles N.Y.C. Box 5584, c/o 
Automotive News, Detroit 26. 


DEALERSHIPS AVAFLABLE 


DEALERSHIP HANDLING “Big Three’ 
dual—125 car franchise. Southern New 
Jersey. Modern building, adjoining used 
car lot. Fully equipped and stocked. In- 
vestment returned in 1% years. A real 
bargain for quick qualified buyer. Box 
5607, c/o Automotive News, Detroit 26. 


DEALERSHIP HANDLING Chrysler and 
Plymouth in northern Oregon. 400 new 
car potential. 700 used car potential. Will 
sell at inventory; parts, equipment, fur- 
niture and fixtures. Will lease beautiful 
building. Owner retiring or will stay as 
partner if desired. Box 5608, c/o Auto- 
motive News, Detroit 26. 


GM—THREE TOP GM lines plus independ- 
ent commercial. Located in highly desir- 
able Rocky Mountain area of 40,000. 
100 to 150 units per year. Net $35,000 
this year. Sell on replacement and inven- 
tory basis. Write owner, Box 5609, c/o 
Automotive News, Detroit 26. 


AGENCY HANDLING Chrysler-Plymouth 
in southern Ohio. Small dealership, 
establiehed 25 years. Makes greater net 
than larger dealers. It will pay to check 
this deal. $15,000 cash required. Box 
5603, c/o Automotive News, Detroit 26. 


AUTOMOBILE DEALERSHIP — Good 
$50,000 setup at right price. Established 
23 years. Best promising new cars to 
sell. Good manager or sales manager can 
purchase for $12,000 down. Balance from 
profits. For details write Box 606, Cum- 
berland, Maryland. 





in 
San Francisco area. Terrific potential. 
Now handling 100 new units per year. 
Buy stock and equipment only. Approxi- 
mately $12,500 plus workin capital. 
Must have factory approval. x 5604, 
c/o Automotive News, Detroit 26. 


FLORIDA DEALERSHIP available han- 


dling one of Chrysler, dual passenger 
car lines—north Florida on east coast, 
population 200,000. Low rent, no real 
estate to buy, very good location. Will 
sell less than inventory, reasonable 
amount of money will handle. Replies 
confidential. Box 5605, c/o Automotive 
News, Detroit 26. . . 


DEALERSHIP WANTED 


EXPERIENCED general 
manager with money to invest in dealer- 
ship. One of ‘‘Big Three’’ — Michigan, 
TIllinois, % 
c/o Automotive News, Detroit 26. 








BUSINESS OPPORTUNITIES 


Florida Car 


Rental License 


1 — 50 Unit Drive - Ur - Self 
License available in Fort Laud- 
erdale, Florida. This type of 
business is the fastest growing 
in the country today. Present 
owner is assuming full time bus- 
iness in north and has license 
available in fast growing Fort 
Lauderdale, Florida. 


Interested parties address in- 
quiries to 


Box 5612, c/o Automotive 
News, Detroit 26 


USED CAR LOT, garage, service station. 
Land, buildings, inventory ready to oper- 
ate. $18,500 for everything. Available 
immediately, Routes 5 and 7 next to 
school in Kinsman, Ohio. Three bedroom 
home also available. 
Sales. 

FOR SALE—AUTOMOTIVE parts distrib- 
utor. Industry leader in city of 175,000, 
serving a market of 900,000 people in 
rapidly expanding Pacific northwest 
area. Grosses approximately $500,000 
both wholesale and retail. Franchises 
for all leading lines. Complete machine 
shop. Excellent opportunity for big capi- 
tal gain. Write Box 5538, c/o Automo- 
tive News, Detroit 26,.giving brief per- 
sonal background and financial refer- 
ences. 


NEW, FULLY PATENTED product avail- 
able to qualified manufacturer. A prac- 
tical fuel system tester for rapidly and 
accurately testing the entire fuel system 
and mileage of a motor vehicle. Excel- 
lent potential and ideally suited to a 
manufacturer of fuel pumps, carburetors 
or tune-up equipment. Write for details, 
Box 5610, c/o Automotive News, Detroit 
26. 


AGENCY HANDLING DODGE-Plymouth 
and choice property. Thriving community 
New York State. Near Syracuse. Receipts 
$179,000. Fully equipped. Modern build- 
ing, showroom. Also 2 storage buildings. 
Ample parking. Operating profitably. Will 
sacrifice to quick buyer for $42,500. 
Terms. Rendlog Sales Co., 1775 Broad- 
way, NYC. PL 17-5345. 

MAILING LISTS 

DEALERS’ MAILING LIST—Ford, Chev- 
rolet, Plymouth, DeSoto, Chrysler, Olds- 
mobile, Buick dealers. Complete national 
list. Dec., 1955 checked. On addressed 
labels, 32M, $14 per M. Box 5615, c/o 
Automotive News, Detroit 26. 


DEALER SERVICES 


INVENTORY SERVICE 


Parts and Accessories 
CERTIFIED REPORTS 





@ Analysis of Methods and Procedures 
Full time experts. No pick-up part-time help. 
Call or write for service details 
Automotive Inventory Service Co. 
10040 Freeland Detroit 27, Mich. WE 3-6445 
Western Dealers Attention 
429 S. Western Ave. Los Angeles 5, Calif. 
Du 9-5095 





CARS FOR SALE 


New York's Largest 


Taxicab Dealer 
Two city blocks of late model, 
good, conditioned, clean, 


former taxis. 

"53 DeSotos - - $ 99.00 
(Full Price) 

"54 DeSotos - - $299.00 


(Full Price) 
"54 Fords, Plymouths, Chev- 
rolets - - - ~ $349.00 


(Full Price) 
"55 Fords, Plymouths, Chev- 











rolets - - - = $679.00 
(Full Price) 

Special prices on large 
quantities 


See Mr. Henry Becker 


KING FORD 


351 Grand Concourse (140th St.) 
Bronx, N, Y. 





Kinsman Motor 



















CARS FOR SALE 


ROBINSON AUTO RENTAL 


FLEET LEASED CARS 
1954 - 1955 


CHEVROLETS, FORDS, PLYMOUTHS 
Deluxe and Standard— 
Many two-tones 
Now available at Hertz Stations in the fol- 


ington, D. C., Pittsburgh, Akron, Cleveland, 
Detroit, Flint, Chicago, 
nati, Louisville, St. Louis, Kansas " 
coin, Neb., Oklahoma City, Fort Worth, Dal- 
las, New Orleans, Atlanta. 


ROBINSON AUTO RENTAL 


DIVISION 
229 S. Hanson St. 
. E. Spatig, Used Car Mgr. 





Philadelphia, Pa. 
Sherwood 8-1500 








ATTENTION DEALERS !! 


SPECIALIZING IN THE SALE OF 
' EX-TAXIS 


BUY NOW — LOWEST PRICES EVER 


1951-1952 
Plymouths — Fords — Chevrolets 
1 to 500 


MORRIS FREEDMAN 
Sith & LINDBERGH BOULEVARD 
PHILADELPHIA 43, PA. 
SARATOGA 7.2300 





CARS WANTED 


PIERCE-ARROW — WILL buy several in 
original clean condition. Interested in all 
models. H. Reeves, Jr., Box 3385, Or- 
lando, Fla. 


WRECKED OR BURNT late model Cadil- 
lacs or sport cars. Will go anywhere. 
Miller Brothers, 732 Wyoming Ave., 
Scranton, Pa. Diamond 3-4242. 


PARTS FOR SALE 


LARGE QUANTITY T92 Borg-Warner new 
transmissions. Same as used in the 
Crosley car. Address C. D. Gill, Stark 
Industrial Park, Charleston, S. C. 





Lincoln-Mercury Parts 
and Shop Equipment 
FOR SALE 


Parts Inventory—All movable stock, cur- 
rent cost value $6,000, also special tools 
to service 1950 through 1955 models. Will 
sell all or part at 50% discount from fac- 


tory cost prices, due to change of fran- 


chises. Ship anywhere. “ 
Write or phone for list. 


Community Motors, Inc. 
Box 125 ‘Mt. Holly, N. J. 





PARTS WANTED 


FORD PARTS NEEDED by eastern whole- 
saler and exporter at maximum discount. 
Reply to Box 5611, c/o Automotive News, 
Detroit 26. 


NEW LINES WANTED 


EXPORTER 


With Field Representatives 


SPECIALTY: Service Shop Equipment, Tools, 


Accessories. 


LEAVING FOR SOUTH AMERICA 


Will add lines to supply established 
customers. 












Write for appointment 
or 
Send your offers with catalogs to 
Box 5613, ¢/o Automotive News, 
Detroit 26. 












BUSES FOR SALE 


FLXIBLES, GM's, PARLOR buses, school 
buses—new and used. Cousins Bus Sales, 
Box 681, Manchester, Conn. 


BUSES WANTED 


WILL BUY USED school buses—36 to 66 
passengers. One or twenty, also airpor- 
ters. Dealer, Box 5616. c/o Automotive 
News, Detroit 26. 


OFFICE EQUIPMENT FOR SALE 


FOR SALE—TWO, 
roughs typewriter accounting machines 
in good condition. One. with four registers 
and one with six registers, both with 
cross footer. We can make a very attrac- 
tive offer to any dealer having use for 
this type equipment. For additional in- 
formation contact Tom McCulloch, 
Summerfield' Chevrolet Co., 2712 North 
Saginaw, Flint, Mich. 


SHOP EQUIPMENT FOR SALE 
FOR SALE—FRONT END Bean visualiner. 
Like new—original cost $1,975. Will take 
$750. Bud Hill, 1018 N. Meridian 8t., 
Indianapolis, Ind. Melrose 5-4654. 


MISCELLANEOUS 








in A-1 condition. 
Co., Binghamton, N. Y. 


TOW BARS 


LEAD IN SALES... 
VALUE AND... 
PERFORMANCE 


Meet 1.C.C. Requirements 
MOTO-MATIC 


TOW + GUIDE 
and 


BRAKE-MOBILE 


TOW - PILOT 


with Automatic Brake 


Cannot Be Matched 
At Any Price 


Write Today for 
IMlustrated Catalog 
Factory Sales Division 
PILOT DISTRIBUTING 
COMPANY 


BATTLE CREEK 9, MICH. 
Phone WO. 2-5257 All Dept's. 


“Leaders In The Industry” 
Since 1939 
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New Subscription Order 


Send Automotive News to Address Below 
U. S., Canada and U. S. Possessions 
One Year $8 [] or Two Years $14 [] 


All Other Countries — One Year $12 [] .or Two Years $20 (] 





AUTOMOTIVE NEWS, PENOBSCOT BLDG., DETROIT 26, MICH. 
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congratulations and thanks pour in for 


Chrysler’s newest “baby”—“PowerStyle.” 


Ask any Chrysler dealer! 


CHRYSLER DIVISION - CHRMSEZER CORPORATION 
12200 East Jefferson Av enuenesiiaaitnit 31, Michigan 
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